








For Example:— Where heretofore you have used a 12x14 register with 83 sq. in. 
free air capacity (List Price $4.35) of other makes, now use an H & C 10x12 
register with 83 sq. in. free air capacity (List Price $2.40) and SAVE $1.95 or 45°, 
and the home builder gets the same amount of warm air as formerly. 






























This New Idea of 
PINCHED-UP-FRETWORK 


INCREASES FREE AIR SPACE 
FROM 57% TO 74% 


Patented 


PINCHED -UP-FRETWORK 


on H & C Floor Registers 


MEANS— 


EXPENSE IS SAVED THE INSTALLER 















Savings range from 12}“;, to 49°, according to size. 


Write today for Savings Folder S-1. 


THE HART & COOLEY CO., Inc. 


New Britain, Conn. 


Designers and Manufacturers of H & C Wrought Steel Products of Quality 
Sales Offices: New York—Chicago—Philadelphia 
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The Wide Awake Dealer’s Choice 











WISE, 


/PIPE and PIPELESS 


FURNACES 


\. LESS FUEL ~MORE HEAT 









For exclusive territory rights address 


THE WISE FURNACE CO. - - AKRON, OHIO 











“HOME COMFORT” 


THERE ARE NO BETTER 


WARM AIR HEATERS 


MECHANICAL construction in general 
means little to your prospective warm air 
heater buyers. Comfortable, economical 
heating construction is the topic that 
deeply concerns them. 


That’s where the ‘“‘Home Comfort”’ features 
become valuable to you. 


Your prospects can understand that steel won't 
crack—they can see that boiler-riveted joints can’t 
leak soot into the rooms and that a large radiating 
surface gives them greater volume of warm air. 
That’s why “Home Comfort” Warm Air Heaters 
have been giving comfortable heating service to 
thousands of users for many years. 


Our latest catalog together with our 
Dealer Sales Plan will interest you. 


We will gladly send them on re- 
quest—write today. 


ST. LOUIS HEATING CO. 


2400-06 COLEMAN ST. ST. LOUIS, MO. 
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PAPER PROFITS VERSUS REAL CASH PROFITS 


There are times when a profit is no profit at 
all. 

One of these times is when the merchant 
buys a larger quantity than he can dispose of 
in a reasonable time, in order to obtain an 
extra five or ten per cent off the regular price. 

And strange as it may seem, the man whose 
job depends on the regular business from that 
particular merchant and his confreres is very 
often the man who preaches that paper profit 
to them. . 

If there ever was a time when the hardware 
merchants ought to sit down on the quantity 
discount good and hard, that time is now. 

The quantity discount is a delusion and a 
snare to the average owner of a hardware, or 
of any store, in fact. 

It has caused more failures than almost any 
other fault in management. 

It has caused more hard feelings between 
local competitors than almost any other factor 
in local business relations. 

It has only one reason—that of momen- 
tarily lessening the selling cost of the 'whole- 
saler or manufacturer. 

And in the long run, that selling cost will 
show up fully as high as if the order had been 
for two dozen instead of for one gross. 

If a group of merchants by combining their 
purchases can secure a lower price on certain 
items and by such combination reduce the 
selling cost of the manufacturer, that is an en- 
tirely different matter, for in such a case the 
individual merchant does not obligate himself 
‘to take a quantity larger than ordinary. 


But in most instances the quantity discount 
is always too small to justify the average 
merchant in buying more than he can figure 
on selling before a fresh supply can be ob- 
tained—either through the same salesman or 
from a wholesale house. 

We will not go so far as to agree with 
Printers’ Ink, when this fine publication says 
that the buyer “deludes” himself with the be- 
lief that buying is a great task. 

Selling is the most important task that the 
retailer has: Unless he sells what he buys— 
no matter how cleverly he may buy, no matter 
how low his purchase price may be—he will 
not make any profit. 

If the same amount of energy and persua- 
siveness were put on the selling end of their 
business as is exercised by many retailers on 
the buying, their profits would show up to far 
better advantage. 

Their stocks would be turned three and four 
times where now they are turned, sometimes 
less than twice in a year. 

They would have more ready cash in the 
bank. 

They would be able to take every cash dis- 
count offered for quick payment of invoices. 

They would be in position to take advan- 
tage of real bargains which can be secured 
only by cash buyers. 

And that will mean that they will be classed 
among the successful merchants rather than 
as “clever buyers.” | 

Incidentally—that is the surest way to 
make real profits instead of paper profits. 
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Random Notes and Sketches. 


By Sidney Arnold 














HERE are limits to the power 

of man’s resistance, declares 
Samuel H. Jacobs, vice-president 
and general sales manager Fanner 
Manufacturing Company, Cleve- 
iand, Ohio. 

A clear case of such limitation is 
narrated by him, as follows: 

A Scotchman who had just ar- 
rived in this country learned for 
the first time of the devastating ef- 
fect of the Volstead Act, and was 
much cast down. Finally he an- 
nounced, however, that since it was 
the law, obey it he would. 

“Do you mean to tell me, Jock,” 
asked a friend, “that if you were 
standing in a lake of Scotch whisky 
up to your knees, you wouldn’t be 
caught bending?” 

“Aye, that’s what I mean,” re- 
plied the iaw-abider staunclily. 

“Suppose it was right up to your 
arm-pits, would you stoop?” 

“Nay, that I would not.” 

“Well, suppose it was right up to 
your chin, wouldn’t you sip it?” 

“Aweel,” said Jock, who was be- 
ginning to weaken, “I’m no sayin’ I 
would, mind ye, but I might make a 
wee ripple with ma hand.” 

* * * 


Paul F. Brandstedt of Washing- 
ton, D. C., chairman Trade Devel- 
opment Committee of the National 
Association of Sheet Metal Con- 
tractors, was spending a night at 
a small hotel in a Southern town 
and told the colored porter that he 
wanted to be called early. 

The porter replied: “Say, boss, -I 
reckon yo’ ain’t familiar with these 
heah modern inventions. When yo’ 
wants to be called in de mawnin’, 
ali you has to do is jest to press de 
button at de head of yo’ bed. Den 
we comes up and calls you.” 

* ca 


Consistency is as rare as pineap- 
ples at the North Pole, declares J. 
Harvey Manny of Manny Heating 
Supply Company, Chicago, Illinois. 
He cites the case of a man who had 


been to a stag dinner, and his wife 
wanted to hear all about it when he 
got home. 

“Well,” he said, “one rather odd 
thing occurred. Jim Blankton got 
up and left the table because some 
fellow. told a story he didn’t ap- 
prove of.” 

“How noble of Mr. Blankton!” 
exclaimed the wife. “And what 
was the story, John?” 

* * * 

To William D. Biggers of the 
Continental Company, Detroit, 
Michigan, I am indebted for the 
hearty laugh which I derived from 
this clipping: 

A woman went into a cigar store 
to buy some cigars for her hus- 
band, who was laid up. 

“Do you want them mild or 
strong, madam?” the clerk asked. 

“Give me the strongest you have,” 
she said. “The last ones he had 
broke in his pocket.” 

* ok ok 

A. M. Doll, treasurer Lovell 
Manufacturing Company, Erie, 
Pennsylvania, tells about a certain 
business man who sent his son to 
the college where he himself had 
been educated. 

On arriving at the place of much 
knowledge the young man began to 
make a few inquiries. 

“T should like to see my father’s 
record,” said he to the head of the 
college. “He was here in 1890.” 

“T shall be very pleased to show 
you the record,’ was the reply. 
“But have you any special reason 
for consulting it?” 

“Well,” replied the youth frank- 
ly, “when I left home dad told me 
not ‘to disgrace his record, and I 
only want to see how far I can go.” 

x * * 


I enjoyed the humor of this scory 
tuld by N. J. Pierson, Jr., of the De- 
troit office of the American Rolling 
Mill Company : 

The visiting officer had several 
times commented on the extraordi- 


RECORD 


June 10, 1922 


nary discipline that prevailed among 
a certain outfit of colored troops. 

Late in the day, when the col- 
onel’s car swung out from head- 
quarters and passed down the regi- 
mental street, everybody stiffened 
to attention, each darky snapping 
inte the salute with the precision of 
clockwork. 

“It’s really remarkable,” said the 
visitor to the colonel, “how the dey- 
il do you manage it? Asa rule they 
incline to shiftlessness and slovenli- 
ness.” 

“Easy,” replied his host. “We 
have a special system here of our 
own invention. Every time a man 
is brought up for breach of disci- 
pline we fine him a pair of his per- 
sonal, private dice.” 

“ss 2 


As showing that nothing is per- 
fect in this world, the subjoined 
story is related by Palmer Holmes, 
manager Chicago office of the La- 
lance & Grosjean Manufacturing 
Company : 

The litigation over the estate of 
old Henry Little had dragged out 
over a period of eight years, grow- 
ing more and more involved all the 
while. 

One of the prospective heirs, Pe- 
ter Little, sat in the office of his at- 
torney listening to a detailed ex- 
planation of why nothing more 
could be done for at least a year, 
and perhaps not then. 

When the lawyer was through, he 
heaved a sigh of utter weariness. 

“Do you know,” he said sadly, 
“there are. times when I almost 
wish father hadn’t died at all.” 

*x* * * 


The law of compensation occa- 
sionally works with extreme 
smoothness, says R. B. Monfort, 
secretary and general manager of 
the Farquhar Furnace Company, 
Wilmington, Ohio. 

He quotes the following in- 
stance: 

Citizen: “That’s my car. The 
thief is just fixing a blowout.” 


Policeman: “All right, I'll go 
over and arrest him.” 
Citizen: “Sh-h-h! Wait till he 


gets the tire pumped up.” 
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The Hardware Dealer Who Sells Stoves and Ranges Can 
Greatly Improve His Selling by Using Domestic Science. 


Many of Your Future Stove and Range Customers Are Now Being 
Taught Stove Values in the Cooking Classes of Public Schools. 


TRICT necessity embraces com- 
S paratively few commodities. 

Therefore, the use of the argu- 
ment that the modern stove or range 
is indispensable to the family, is a 
comparatively poor selling method. 

Convenience, comfort, emanci- 
pation from the drudgery of the 
kitchen, and similar reasons are, un- 
doubtedly, the best logic to use in 
merchandising stoves and ranges. 

This resolves itself into a work 
of education. 

At the bottom of all buying on 
the part of the people is the great 
propelling motive of desire. 

We desire things only after we 
have been convinced of their ad- 
vantage to us. 


Hence, the dealer who would in- 
crease the volume of sales of stoves 
and ranges must employ such de- 
vices of salesmanship as will arouse 
and stimulate desire in the minds 
of his prospective customers. 

Manifestly, it is too slow a proc- 
ess to go through the entire scope 
ot educating people to a realiza- 
tion of the benefits to be derived 
from scientific cooking in the 
kitchen. 

Fortunately for the retailer, this 
work has already been done for him 
to a very great extent. 

Today, practically all our public 
schools have classes in cooking. 

In these classes, the children 
learn not only how to prepare ap- 
petizing foods but are also taught 
something of the importance of the 
‘maintenance of correct temperatures 
in the preparation of food. 

In this conception of the lessons 
given them, the cooking stove or 
range becomes an instrument of 
precision. 

They are taught more or less di- 
rectly the advantage of cooking 
with a stove or range so constructed 
as to make it easy to maintain a 
given temperature during a given 


period of time for the best results. 

Also, they learn that some of the 
food values are destroyed by irreg- 
ularly maintained temperatures in 
the stove or range. 

They are taught the elementary 
facts about the nourishment values 
of food in cooked and uncooked 
condition, the function of calories 
and vitamines in promoting nour- 
ishment and sustaining life. 

In addition to these classes in the 
public schools, there are advanced 
courses of study in which the stove 
or range plays a highly important 
part. Most of the large cities have 
colleges of domestic science. 

These colleges train young people 
in domestic science as a profession. 

Graduates of these colleges, in 
turn, become teachers of primary 
courses, and thus, the circle of in- 
struction is maintained. 

Now, there is a vast difference 
between merely stating in an ad- 
vertisement that the dealer has a 
big stock of stoves and ranges and 
inviting the public to come and in- 
spect them, and the much more ef- 
fective manner of merchandising 
stoves and ranges by using the main 
facts of domestic science in con- 
nection with the performance of the 
particular stoves and ranges which 
the dealer has for sale. 

Of course, the average hardware 

merchant who deals in stoves and 
ranges has neither the time nor the 
opportunity to enroll in classes of 
a domestic science college for the 
purpose of studying the relation of 
stoves and range to health and com- 
fort. 
‘ It is not necessary that you be- 
come a domestic science expert in 
order successfully to merchandise 
stoves and ranges. 

On the other hand, you will find 
that your sales of stoves and ranges 
will be greatly increased if you take 
the trouble to inform yourself of 


the general principles of domestic 
science as related to wholesome 
cooking and kitchen comfort and 
convenience. 

By way of illustration, let us 
take the case of machinists’ tools. 

If you have any trade in this line 
of hardware, you are obliged to 
know something about the use of 
this class of tools. 

When a machinist comes into 
your store and asks for a microm- 
eter, you are more likely to close 
the sale if you are acquainted with 
the virtues of the particular mi- 
crometer which you carry in stock. 

You should know to what extent 
the expansion and contraction of 
the metal of which the micrometer 
is made modifies the accuracy of the 
fine measurements taken by that 
particular micrometer. 


The same is true of steel rule. 

Certainly, it will enable you more 
intelligently to sell steel measuring 
tape if you know that the United 
States Bureau of Standards at 
Washington, D. C., issues certifi- 
cates of accuracy for steel measur- 
ing tape based upon the contraction 
and expansion of the steel in a given 
range of temperatures. 

A modern gas range can be 
studied to similar advantage. 

With the Lorain Regulator, for 
instance, the housewife can put an 
entire dinner in her stove, set the 
regulator at the required tempera- 
ture, and go about her other duties 
or even leave the house for a short 
shopping trip or visit, with perfect 
confidence that the predetermined 
temperature will be maintained 
without variation for the time re- 
quired to complete the cooking. 

All these facts are of little avail 
to the dealer in stoves and ranges 
unless he utilizes them in his sell- 
ing activities. 

In spite of the persistent pub- 
licity of the manufacturers featur- 
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ing these improvements, there are 
hundreds of people who know noth- 
ing about them. 

And, knowing nothing about 
them, these hundreds of people have 
no desire to possess such improved 
stoves and ranges. 

They are prospects for the own- 
ership of the modern stove or 
range—what might be _ termed 
“sleeping prospects.” 

They need to be awakened by the 
education of correctly devised ad- 
vertising and other forms of sales- 
manship. 

Practically every maker of a 
modern stove or range is glad to 
cooperate with the dealer in carry- 
ing forward such education. 

Descriptive folders, circulars, and 
other selling literature, can be had 
for use in a vigorous mailing list 
campaign by which the benefits of 
the improved stove and range are 
brought clearly to the attention of 
the prospective customer. 

Gratifying success always attends 
store demonstrations of stoves and 
ranges. 

At a merely nominal cost, the 
dealer can have savory’ meals 
cocked in the stove and range in his 
store. 

Then by circular letter, advertise- 
ment, and other kinds of solicita- 
tion, he can invite the ladies to visit 
his store and sample the viands pre- 
pared in the stove or range used 
for the demonstration. 

The truth of the old saying that 
“the proof of the pudding is in the 
eating,” receives new confirmation 
in such a demonstration. 

If properly conducted by a com- 
petent person, such a demonstration 
is certain to carry complete convic- 
tion to the minds of those who sam- 
ple the foods prepared. 

In order conclusively to appre- 
ciate the force of all these facts, all 
that the dealer needs to do is to 
compare the old lazy method of 
general announcement of stoves for 
sale with the energetic, alert and in- 
tensive application of the results of 
domestic science as they relate to 
efficient operation of stoves and 
ranges. 

This does not imply that the 


dealer should distribute a complete 
set of textbooks on domestic science 
to his customers, nor does it sig- 
nify that he must load his adver- 
tisements with a great deal of tech- 
nical data concerning the science 
of cooking. 

All that he needs to do is to pick 
out one or two striking arguments 
in favor of accurate scientific cook- 
ing in connection with kitchen com- 
fort and convenience for each ad- 
vertisement. 





Arthur J. Pence Becomes Sales 
Manager for Moore Brothers. 


With the thorough fitness for the 
position which comes from talent 
and experience, Arthur J. Pence has 
taken charge of the sales of the com- 
plete line of Moore Brothers Com- 
pany, Joliet, Illinois. 

Harden H. Fitts 
who has resigned to take up a posi- 


He succeeds 


tion in the East, outside the stove 
industry. 

Mr. Pence is a close and diligent 
reader of AMERICAN ARTISAN AND 
HARDWARE ReEcorp and says: 

“T couldn’t think of being in the 
stove industry without your good 
paper to help me keep in touch with 
the ‘doings’ of the trade.” 


Secure Patents for Attaching 
Devices for Stoves. 

Stanley W. Palmer, Beaver Dam, 
Wisconsin, assignor to Silas Mc- 
Clure, Beaver Dam, Wisconsin, has 
obtained United States patent rights 
under number 1,413,992 for an at- 








taching device for stoves, and Si- 
las McClure, Beaver Dam, Wiscon- 
sin, has obtained United States pat- 
ent rights under number 1,413,990 
for a latch for oven doors. Both 
patents are illustrated and described 
herewith: 

1,413,992.—The combination with 
a stove top and a protecting bar, of 
a two-part bracket, one part of 
which is permanently riveted to the 
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stove top behind the front flange, 
substantially as described. 
1,413,990.—An improvement in 
stoves comprising an oven door 
hingedly supported on the stove to 
swing with respect thereto, and to 
move bodily in the plane of the 
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1,413,990 


door, and cooperating means on the 
stove and door to hold the door 
closed and to move the door bodily 
in its plane when opened or closed 
to engage and release the holding 
means. 


Advertising Is the Nourishment 
of Business. 


Your body may be compared to 
a business institution. It has a 
definite number of minimum re- 
quirements which must be made. 

Among these is food. 

If you want to keep the institu- 
tion going, you must supply its re- 
quirements as they arise. 

Your body will grow weak and 
your health diminish if, for ex- 
ample, you eat only occasionally— 
Say, once a week or twice a month. 

Now it’s the same with your 
business. 

Advertising is the nourishment 
of business. 

If you advertise only once a week 
or twice a month, your business will 
jianguish for lack of orders. 





There Is Only One Kind 
of Profit. 

A white blackbird is the nearest 
equivalent to a gross profit. 

No one makes a profit until all 
expenses have been paid. 

It is illogical, therefore, to speak 
of net profit or gross profit. 

There is only one kind of profit, 
namely, the gain or earnings left 
after all costs of every description 
have been deducted from the selling 
price. 
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Events and Progress of the Hardware Trade. 


What the Retailers, Jobbers and Manufacturers Are Doing. 
Latest Selling Methods and Experiences of Successful Men. 


Gives Entertainment Program of 
National Hardware Congress. 


Announcement is made by Wil- 
liam E. Stauber, chairman of the 
Chicago Entertainment Committee, 
that the committee will be present 
at the Hotel Sherman all day Mon- 
day, June 19th, to receive and reg- 
ister delegates, visitors and ladies ar- 
riving for the National Retail Hard- 
ware Congress, which is to be held 
in that hotel June 19, 20, 21, 22, 
and 23, 1922. 

For the special entertainment of 
ladies in Chicago for the Congress 
the committee announces that there 
will be a tour of Chicago depart- 
ment stores on Tuesday, June 20th; 
an automobile ride over the boule- 
vard and park system Wednesday, 
June 21st, and group trips Thurs- 
day, June 22nd, to such interesting 
points as Hull House, -the stock- 
yards, Field Museum, the parks and 
the Municipal Pier. 

For everybody there will be a 


theater party Tuesday evening, June 
20th, at the Chicago Theater, 
claimed to be the most beautiful 
theater in the world, a section of the 
theater to be reserved for the Hard- 
ware party; on Thursday evening, 
June 22nd, a boat ride along the 
north shore and return trip which 
will give a striking view of Chi- 
cago at night. 

lriday morning, June 23rd, the 
American Steel and Wire Company 
will furnish a chartered train to 
take the entire party to Waukegan. 

The men will spend the forenoon 
at the American Steel’ and Wire 
mill in Waukegan and remain there 
for lunch while the ladies will be 
entertained during the forenoon and 
at lunch at the Waukegan Country 
Club by the Waukegan Chamber of 
Commerce. 

In the afternoon, the ladies will 
join the men at the Great Lakes 
Naval Training Station, where a 
special program of entertainment 
will be presented. 


Trade-Marked Goods of Known Value Are 
Best for You if You Desire to Stay in Business. 


Standard Brands Bring Repeat Sales and Their Quicker 
Turnover Gives a Larger Number of Yearly Profits. 


A STANDARDIZED and con- 
tinuously advertised commod- 
ity brings a steady stream of profit 
to the dealer. 

This was clearly shown at the 
past convention of The Ontario Re- 
tail Hardware Association in Ham- 
ilton, Ontario, Canada, in an ad- 
dress by H. J. Haire of the Alabas- 
tine Company, Paris, Ontario, from 
which the following extracts are 
taken. 

You know not whence it comes. 
Who is responsible for it, who spon- 
sors its quality, and vouches for its 
worth? Nobody. It is a “Maver- 
ick” among merchandise. 


An advertised, trade-marked ar- 
ticle has the 100 per cent backing 
of the man who made it. It is an 
established product. 

It is only such because it has 
passed the acid test of public use, 
or if it is new, the trade-mark is 
the manufacturer’s pledge to stand 
behind the article and see it make 
good, or make good for it. But it 
is his, he wants you to know it, and 
he tells you with his trade-mark. 

He is so sure of its quality that 
he is willing to stand the full force 
of possible complaints. So I say to 
you, for safety and economy to- 


day, buy trade-marked goods of 


known value and _ reputation, 

Purchasers of merchandise have 
no time, money or ability to waste 
in experimenting. 

In the factories and laboratories 
where advertised goods are perfect- 
ed, specialists are employed to do 
the testing and experimenting, and 


* after the finished goods are placed 


on the market with the maker’s 
trade-mark, there is no necessity for 
mistakes in using the article. 

The dealer who offers his goods 
to the public, sees to it that those 
goods are of standing quality, then 
he must determine the amount of 
profit he can sell his goods at and 
fixes his price accordingly, consid- 
ering’ all necessary overhead costs 
in his expenses. 

He can not allow his stock to be 
carried away promiscuously with 
no system, or his trade would not 
get a square deal and his business 
would go to smash in a short time, 
His goods represent his stock-in- 
trade. 

Professional men act on the same 
principle and secure an equivalent 
for that which he dispenses to his 
clients. 

Material that has been on the 
market for a good many years, has 
been made on honest principles, per- 
fected, and never sold for reduced 
prices is worthy to be considered 
sand preferred. 

A really pitiful thing in the mar- 
ket today is the unknown brand, 
nobody knows it, nobody wants it, 
though it may be perfectly worthy. 
Selling it is a thankless job, and 
using it may prove to be a disap- 
pointment with no redress. 

Profits come from turnovers, not 
from leftovers, and advertising 
helps to increase the turnover. 

The manufacturer who advertises 
his product stakes his reputation on 
the quality of his goods, which is 
an insurance of merit. 

It is estimated that dealers’ pa- 
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trons change from 25 to 40 per 
cent yearly, and stores handling ad- 
vertised products do fot have to re- 
educate this constantly changing 
clientele. 

Standard brands bring repeat 
sales and thus the quicker turnover 
enabled by standard brands gives a 
larger number of profits during the 
year. 

Advertisements are very much 
like soap after a blanket is washed, 
you don't see the soap, but you 
know it has done its work. 

Three actors on the stage in a 
New York theater were discussing 
what each had done to help win the 
war. 

One of them joined the army and 
had gone to France. 

The second had joined the navy 
and gone to sea. 


The third man said he was a pro-— 


ducer. He had stayed home and 
produced food. 

The others acknowledged that his 
service was just as mecessary as 
theirs and asked what kind of food 
he had produced. 

He said he fattened hogs. They 
asked him if he found it profitable. 

He said, “Well, I bought 10 hogs 
for $25 a piece, I fed them $250 
worth of feed and sold them for 
$50 each.” 

The soldier said, “Why you 
didn’t make any money them, you 
just broke even.” “Yes, I know,” 
said the man who stayed at home, 
“but it was the patriotic thing to do, 
and then I had the use of the hogs 


all winter.” 


Just the same with unstandard- . 


ized, non-advertised merchandise, 
you buy it because it is cheap, you 
keep it on the shelves and when 
you have had the use of it for six 
months you have to stand ‘up by the 
counter and persuade people to buy 
it cheap. 

After all this fun, what about 
the space it has taken up and the 
expense, either in rent or interest 
on your investment? 

The manufacturer, in fixing a 
firm wholesale and retail price has 
studied the question from all an- 
gles and is pretty sure to put the 


retail price as low as possible and 
still allow a fair margin of profit to 
the dealer. 

Many firms insist on a contract 
in the order form binding the mer- 
chant to maintain a price, but oth- 
ers depend on the self interest of 
the merchant to market the articie 
at the regular price, and after all, 
this is the right principle. 

You can not so well force a man 
to do your will as you can influence 
him from a regard to his own inter- 
est, and by his sense of fairness to 


= ‘THE big thing in mechanics 
= is to keep cutting down 
friction in order to get use of 
constantly larger percentages 
of the power developed. 


Advertising develops power 
for business. 

- Some of that power, however, 
= is lost in the friction of over- 
coming the drag of unknown 
goods or commodities of ob- 
scure brands. 

The power of your advertising 
will be available for profits to 
you in larger degree according 
as you make use of standard- 
ized products. 

Don’t waste your money and 
your advertising on inferior 
goods. It cuts down your 
= profits. 
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his customer and to his supplier. 

By fixing the price, the manufac- 
turer protects the dealer from loss 
by a sudden decline in the market, 
while the stock in hand in case of a 
rise naturally returns a greater prof- 
it if the dealer wishes to take ad- 
vantage of it. 

Unadvertised goods of a staple 
nature, commonly pass_ through 
more hands, such as commission 
men, brokers, importers, exporters, 
etc., then special and advertised ar- 
ticles. 

In times of scarcity, therefore, 
prices are unduly enhanced, and in 
a panic the market goes to pieces, 
making an element of risk that the 
merchant can not always discount. 





Just because a girl doesn’t love 
a man is no sign she doesn’t want 
kim to make love to her. 


June 10, 1922 
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Be Sure to Include Delivery 
Costs in Your Overhead. 


Generally speaking, the hardware 
retailer can not deliver goods as 
cheaply as the department store can 
do so. 

Yet it costs the department store 
on an average anywhere from 5% 
to 30 cents to deliver a package, ac- 
cording to information compiled by 
the National Retail Dry Goods As- 
sociation. 

Thirty-three stores, members of 
the association, were asked how 
much it cost them. 

These stores, each of which does 
a business of more than $1,000,000 
annually, gathered their statistics 
and sent in the results to the bu- 
reau of research and information 
of the association. 

The result, as shown by the bu- 
reau, indicates that for fifteen of 
the thirty-five stores the cost of de- 
livery per package is 12.15 cents. 

For eight of them the cost of 15 
to 18 cents. It costs four stores less 
than 10 cents to deliver a package, 
two it cost 10 to 12 cents, two 18 to 
25 cents, and two more than 25 
cents. 

The stores included in the list are 
scattered all over the country from 

fassachusetts to California and 
from Washington to Texas. 

The statistics show the result of 
careful accounting and _ include 
practically every expense connected 
with the delivery of the package, 
such’ as the package collectors’ 
wages, the shipping department’s 
wages, delivery department wages, 
freight and express charges, post- 
age, special messengers, C. O. D., 
collection charges, packing supplies, 
gasolene and oil, electric light, de- 
preciation, repairs, rental charges 
for space occupied by delivery de- 
partment, loss, uniforms for em- 
ployees. 

Those stores, however, which 
show a per package cost of less than 
10 cents did not include in their 
reckoning such items as rental. 





“Some people are so suspicious 
that they are never sure they won't 
get hurt on the corners of a square 
deal.” —Rudygram. 
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Suggestions and Plans for Window Displays. 


Instructive Examples from Exhibits in AMERICAN ARTISAN 
AND HARDWARE RECORD Window Display Competition. 


WINDOW EXHIBIT WINS 
HONORABLE MENTION. 


The conspicuous feature of the 
window display, designed and ar- 
ranged by Anton F. Krema for 
Prange and Geussenhainer Com- 
pany, Sheboygan, Wisconsin, shown 
in the illustration, is the prominence 
given to commodities of established 
reputation. , . 

This window exhibit was awarded 


designed the display, says that the 
background was composed of a 
scene which does not show up well 
on the picture. 

“The tops of ‘the fir trees,” he 
writes, “show up well on the back- 
ground, but the rolling gray clouds 
and the red sunset effect are lost in 
photographing. 

“The floor was made up of boxes 


elevated to different heights and 


article in this exhibit can be used 
every day in the year. 

In other words, the commodities 
displayed are useful as well as orna- 
mental, and they, therefore, consti- 
tute the very finest material for 
gift-making. 

In view of the fact that the Na- 
tional Retail Hardware Association 
is urging upon dealers everywhere 
to emphasize the suitability of hard- 
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Window Display of Hardware Suitable for Gifts, Designed and Arranged by Anton F. Krema for Prange and Geussen- 
hainer Company, Sheboygan, Wisconsin. Awarded Honorable Mention in AMERICAN ARTISAN AND HARDWARE 


Honorable Mention in AMERICAN 
ARTISAN AND HARDWARE RECORD 
Window Display Competition. 

The central picture, with its beau- 
tiful drawing by Coles Phillips, pre- 
sents a brand of silverware which 
is familiar to practically every per- 
son who reads. 

Most commendable is the em- 
phasis which is placed upon hard- 
ware for gifts. The attractiveness 
of this window exhibit is much 
greater than appears from the pho- 
tograph of it. 

Mr. Krema, who arranged and 


RECORD Window Display Competition. 


covered with white cotton on which 
the goods were displayed. 

“Great care was taken to have 
each article as distinct as possible 
and exhibited to best advantage. 

“The oval picture in the center 
was draped with green plush on 
which were displayed silverware, 
razors, pocket knives, and kindred 
articles. 

“This display brought big results 
and sold much merchandise that 
otherwise would, in all probability, 
remain a long time on the shelf.” 

It should be noted that every 


ware for gifts, this window display 
is deserving of special study. 

There is no reason in the nature 
of things why such a window dis- 
play would not be effective and 
gainful at any time of the year. 

This window display was put in 
piace during the holiday season, but 
it is appropriate for any period of 
the year. 





Idleness is the key to poverty. 
* * x 
Many a man loves his enemy be- 
Cause it comes out of a pocket flask. 
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Rehm Hardware Company 
Increases Its Capital Stock. 


In order to keep pace with the 
steady expansion of its business, the 
Rehm Hardware Company, Chica- 
go, Illinois, has increased its capi- 
tal stock from $200,000 to $350,000. 





Make Your Advertisements As 
Natural As Your Talk. 


The trouble with a lot of the ad- 
vertising copy we see is that it is 
full of “bull”’—an effort to say 
something in an unnatural way—a 
desire to impress the reader with a 
spectacular choice of words. That 
sort of stuff is all rot—it does not 
sell merchandise or build prestige, 
says W. L. Ware in an address to 
the Retail Merchants’ Association 
at Aberdeen, South Dakota. 

It is very simple. There is noth- 
ing at all difficult about advertising. 
Many merchants make it a compli- 
cated proposition because they be- 
lieve it must be complicated to be 
effective. 

Nothing is farther from the 

truth. When a customer comes in 
and you wait on him personally you 
don’t talk like this: 
+ “Here you will find in choice ar- 
ray the products of the world’s 
greatest, mightiest and most effi- 
cient manufacturers of pants but- 
tons, whose efforts to produce the 
highest grade button are recognized 
from Canada to Florida and from 
Maine to California.” 

No. You say: “Here’s a good 
button, Charley, at 15 cents a box. 
It has a patent spring that stays 
put.” Or something like that. 

You cut out the bunk and talk 
common sense and sell a package of 
pants buttons. 

You can sell a hundred packages 
by saying in an advertisement what 
you said over the counter if you 
talk the same kind of sense in the 
advertisement. 

Institutional advertising offers all 
the opportunity that is needed to 
spread on the syrup. 

In that sort of advertising go as 
far as you like with words mean- 
ingless or otherwise but for the good 
of the trade don’t combine the mer- 


chandise and institutional advertis- 
ing. 

Either write an ad to sell goods 
or write one to advertise the store 
as a concern. 

There should be a_ well-defined 
difference, and what you are most- 
ly interested in is to sell more goods 
this week than you did last week or 
the same week last year. 

In my opinion what advertising 
needs is more and better descrip- 
tion of the goods, more effective 
use of prices and better illustra- 
tions. If these points are improved 
advertising will sell more goods. 

Or, in other words, a simple ex- 
planation of construction, color, 
weight, size and price. 

Simply write a description of the 
goods you have for sale, show a 
picture if you can, tell the price. 

You will sell those who happen 
to be interested in the particular 
goods advertised at that particular 
time. . 

If you have built up prestige, 
good will and integrity the people 
will look for your advertising mat- 
ter. 

They will have confidence in 
what you have to say and before 
buying elsewhere they will want to 
get your prices. 

With these things in mind it 
should be easy to construct good 
advertising matter that will pull 
business. 











Coming Conventions 
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Associated Advertising Clubs of the 
World, Milwaukee, Wisconsin, June 11, 
12, 18, 14 and 15, 1922. Carl Hunt, Sec- 
coer 110 West 40th Street, New York 

ity. 

National Retail Hardware Associa- 
tion, Chicago, Illinois, June 19, 20, 21, 22 
and 23, 1922. Headquarters, Hotel Sher- 
man. Herbert P. Sheets, Secretary- 
Treasurer, Argos, Indiana. 

Master Sheet Metal Contractors’ As- 
sociation of Ohio, Zanesville, Ohio, 
July 18 and 19, 1922. W. J. Kaiser, 
Secretary, 123 East Chestnut Street, 
Columbus, Ohio. 

Annual Outing of Michigan Sheet 
Metal and Roofing Contractors’ Associa- 
tion, July 25, 26 and 27, to Grand Rapids, 
Chicago and Milwaukee. Frank E. 
Ederle, secretary, 1121 Franklin street, 
Southeast, Grand Rapids, Michigan. 

Sheet Metal Contractors’ Association 
of Pennsylvania, Hotel Lawrence, Erie, 
Pennsylvania, July 27 and 28, 1922. W. 
F. Angermyer, secretary, 714 Home- 
wood Avenue, Pittsburgh, Pennsylvania. 


June 10, 1922 

















Retail Hardware Doings | 


Florida. 

J. R. Boazarth and M. E. Ozee of 
Miami have opened a hardware store 
at that place. 

Georgia. 

The Meddin Hardware Company of 
Savannah has been incorporated with 
a capital stock of $20,000. Incorpo- 
rators are: Abraham Meddin, Max 
Becker and Joseph Rauzin. 

Illinois. 

The hardware store of Storm New- 
lin of Watson has been sold to par- 
ties of the name of Auld from Rock- 
ville, Indiana. 

E. G. Perth has purchased the in- 
terests of Mr. Alden in the Marigold- 
Alden Hardware Store at Anna. 

Indiana. 

Luther Hale and Allen W. Corn 
have purchased the Goodloe Hardware 
Company at Winslow, and will con- 
duct it under the style of The Wins- 
low Hardware Company. 

Iowa. 

Mr. Floyd has purchased the inter- 
est of his partner in the hardware firm 
of Floyd and Newland at Center 
Point. The firm name will be retained 
for the present. 

C. H. Vanderham has sold his hard- 
ware business at Mt. Vernon to R. J. 
Patton. 





Kansas. 

The Butt and Cleland Hardware 
Store at Hoyt has been destroyed by 
fire. 

Michigan. 

William and Lloyd Kauszler have 
purchased the Cook and Hagenbach 
hardware store at Three Rivers. 

Minnesota. 

Harold Williams has opened a hard- 

ware store at Winnebago. 
New York. 

Julius Karch will open a hardware 

Streets, Oswego. 
Ohio. 

Edward F. Goetz and his son, Har- 
old W. Goetz, have purchased the 
interest of Herman Mink in the Goetz 
Hardware Company on South Park 
Street, Mansfield. 

Andrew White of Xenia has taken 
a lease on the store rooms occupied 
by C. E. Masters and the London 
Creamery Company, and will open a 
hardware store. 

, Frank Dressel has purchased the 
interest of Mr. Brattenberg in the 
hardware store of Brattenberg and 
Herl in Convoy. : 

On account of poor health, O. K. 
Howland will retire from the hard- 
ware firm of Howland Brothers, Plain 
Citv. His interest in the business has 
been purchased by E. N. Dekker of 
Columbus. 


Tennessee. 

Tillman Haynes and Ellis Reed 
have opened a hardware store at 
Murfreesboro. 

Wisconsin. 


The Baker-Smith Hardware Com- 
pany of Evansville has been incorpo- 
rated with a capital of $15,000. In- 
corporators are: B. F. Baker, C. J. 
Smith and Harriet T. Smith. 
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Study and Interpretation of Advertisements. 


You Can Make Your Advertisements More Gainful by Avoiding 
the Faults and Profiting by the Good Qualities of Others. 


The advertisement of The Dar- 
row Tin Shop, reproduced here- 
with from a local newspaper of 
Winamac, Indiana, gives promi- 
nence to the trade-mark of a warm 
air heater which has an indisputable 
reputation for service and efficiency. 








TRADE MAR< 


BE WISE 


TIN SHOP 


Quality of material and 
workmanship should be 
considered when in need 
of sheet metal work. We 
make a specialty of the 


WISE FURNACE 


guttering, spouting and 
chimney work. 


If building, see us. 


The Darrow Tin Shop 











In addition to featuring the Wise 


Furnace Company’s — trade-mark, 
The Darrow Tin Shop connects up 
its business with the trade-mark by 
the manner in which the wise owl 
is made to proclaim the enterprise 
and alertness of The Darrow Tin 
Shop. 


For the furnace dealer who is al- 
ways on the alert for business, there 
is something doing in his line at all 
seasons of the year. 

When the last fires of the furnace 
die out there is time for cleaning 


smoke pipe, plugging up leaky 
joints, ete. 
Moreover, the man who sells 


warm air heaters can get the ad- 


vantage of persistent publicity by 
keeping his business before the pub- 
lic continuously. 

These two types of publicity are 
exemplified in the advertisements of 


white space for the contrasts which 
make reading easy. 

The grouping of the commodities 
in the makeup of the advertisement 
is neatly done. 
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FURNACES Sic aso fire 


Charles Koehring 


§78-882 Virg‘nia Ave. 
DR exel 9400. 
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REPAIR YOUR FURNACE NOW | 


We furnish new parts, repair and clean any make of furnace 


DOYLE HEATING AND SHEET METAL CO. 


MA in 6487 


— 
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117 North Alabama Street 














Charles Koehring and Doyle Heat- 
ing and Sheet Metal Company, re- 
produced herewith from the Cleve- 
land New's-Leader, Cleveland, Ohio. 

To those dealers who make vague 
and more or less bombastic state- 
ments about favorable prices in 
their advertisements without giving 
any figures, the advertisement of 
Schroeder-Nielsen Hardware Com- 
pany, reproduced herewith from the 
Eau Claire Leader, Eau Claire, 
Wisconsin, is com- 
mended. 


respectfully 


The advertisement begins by say- 
ing the Schroeder-Nielsen Hard- 
ware Company offers seasonable 
goods at better prices than ever. 

Now, that statement would not 
mean much to the average reader 
if it were not followed by definite 
quotation of prices. 

The average customers are used 
to reading general statements about 
better prices that are not backed by 
actual statements of prices. 

Not only has the Schroeder-Niel- 
sen Hardware Company advertise- 
ment the highly praiseworthy virtue 
of price quotations, but it possesses 
the additional advantage of effective 
type arrangement and illustrations. 

There is an ample allowance of 


The illustration at the bottom of 
the advertisement featuring a spe- 
cial white enamel sale, is rendered 
strongly suggestive by the simple 





SCHROEDER - NIELSEN 


HARDWARE COMPANY 


OFFERS SEASONABLE GOODS 
AT BETTER PRICES 


THAN EVER 
Ice Cream Freezers, $1.50 and up. 
= 5 Sprinkler Cans, 25c and up. 
' Dairy Pails, $1 values, 50c, 
h Oil Stoves, $8.00 and up. 
: Camp Stoves or grills $2.00. 
Aluminum Fry Pans, 7-inch 49¢. 
—— @ Alumnum 3-qt. Kettle & Cover, 89c. 
Guaranteed Garden Hose 15c a foot. 
———— 


REFRIGERATORS. 


A real Ice Saver, one placed in the 
- home now will save many dollars for 
you before Fall; it works night and 
day for you at a small cost. Priced 
from $20.00 and up. 














Lawn Sprinklers, 50c and up. 
Boston Hose Nozzels, 75. 
Grass Catchers, $1.10. 
Garden Hoe, 38c. 


SPECIAL WHITE ENAMEL SALE 
12-quart White Water Pail 89c. 

» 14-quart White Dish Pan 89c. 
3-quart White Coffee Pots 89c. 
8-quart White Preserving Kettle B9c. 




















expedient of using a black back- 
ground to accentuate the whiteness 
of the articles. 
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Old Subscriber Asks Question as to Side Wall Registers 


in Relation to Residence Owner’s Idea of Installation. 


For His Guidance as Well as for General Instruction, Here 
Are the Main Installation Requirements of Good Service. 


LTHOUGH it is good policy 
in ordinary business to pro- 
ceed on the theory that the custom- 
er is always right, there are times 
when it is impracticable to do so. 
This is especially the case in the 
matter of installing warm air heat- 
ers. . 
Occasionally, it happens that the 
owner of a residence has ideas 
about the location of registers and 
other details of installation at vari- 
ance with the judgment and experi- 
ence of the contractor. 


Srorace 
Ceninc 73" 








An example of this kind is fur- 
nished in the subjoined letter : 

To AMERICAN ARTISAN AND HARD- 

WARE RECORD: 

I am enclosing sketches of the 
residence under construction which 
is to be heated with a warm air 
furnace. 

The owner insists on side wall 
faces for the return air. 

Also, he wants single registers 
for each room except the kitchen 
and dining room, which could be 
heated with one register. 





VEGETABLES 








Floor Plan of Basement, with Outside Dimensions of 36 feet by 28 feet. 


Will you. kindly print these 
sketches with the request that fur- 
nace men make a plan of the heat- 
ing plant showing details of proper 
installation. 

Very truly yours, 
OLp SUBSCRIBER. 
——, Minnesota, June 6, 1922. 

For guidance in this particular 
case, as well as a matter of general 
instruction to the trade, attention is 
called to the specifications for in- 
stallation of warm air heating ap- 
paratus which were recommended 
and adopted in the 1921 Annual 
Convention of the National Asso- 
ciation of Sheet Metal Contractors. 

As presented by George Harms 
of Peoria, Illinois, during the Trade 
Development Committee’s sessions 
of that Convention, the main fea- 
tures of the specifications are as 
follows: 

Determining Size of Furnace to Be 
Used. 

Measure each room separately, 
according to the following rule: For 
each square foot of glass surface, 
use one square inch of pipe area; 
for each ten square feet of outside 
wall surface, use one square inch of 
pipe area ; for each one hundred cu- 
bical feet of space, use one square 
irch of pipe area. 

Example. 

A room 14x16xg foot ceiling 
with 72 square feet glass surface, 
210 square feet outside wall surface 
and 2,016 cubic feet of cubical con- 
tents. 

Seventy-two square feet glass sur- 
face equals 72 square inches of pipe 
area. 

Two hundred and ten square feet 
outside wall surface equals 2! 
square inches of pipe area. 

Two thousand and sixteen cubical 
feet of contents equal 20 square 
inches of pipe area. 

Capacity of pipe required for this 











June 10, 1922 


room would be 113 square inches or 
a 12-inch round pipe. 

For North and West exposures 
add 10 per cent to size of pipes; 
for sleeping rooms on second floor, 
pipes can have 25 per cent to 40 per 
cent less capacity than for first 
floor. However, do not use less 
than 8-inch pipe, no matter how 
small the room. The above rule is 
based on favorable conditions, and 
on ordinary runs. On long runs, 
increase size of pipes, accordingly, 
always using registers with a great- 
er capacity than the capacity of pipe 
connected to same. When using 
the above rule in churches, auditori- 
ums, bungalows and all buildings 
where there is no floored attic be- 
tween ceiling and roof, ceiling must 
be figured as outside wall surface. 

Next determine by this rule, the 
size pipe necessary for each room to 
be heated, add these areas, and se- 
lect a warm air furnace guaranteed 
by the manufacturer to produce that 
number of square inches of heating 
ability. 

Determining the Location of the 
Furnace. 

Select a central location for the 
furnace. If center of building can 
not be used, a point slightly north 
or west of the center. Carefully 
consider smoke pipe length and el- 
bows in locating furnace, making 
smoke pipe as short and straight as 
possible. 

Casing Collars. 

Casing collar holes to be cut in 
kood at proper position, top of all 
holes to be on a level. Casing col- 
lars fitted into place with a proper 
flange on the outside and drawn up 
or the inside, making a perfectly 
fitting dust-tight joint. All collars 
to be of proper size for warm air 
pipes to which they are to be con- 
nected. Avoid taking a warm air 
pipe off casing immediately over 
feed door of furnace. 

Location and Size of Registers. 

Warm air registers should be al- 
ways placed in an inside wall, and 
under no circumstances should they 
be placed under or near an outside 
door or window. Where side wall 
registers are used, they should be 
of improved pattern, which provides 
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for connecting register to box with- 
out reducing capacity of air flow. 
All registers should have ample ca- 
pacity to warrant an unimpeded flow 
of warm air. 
Warm Air Floor Register Boxes. 
Floor registers for warm air hav- 
ing a free air area not to exceed 
one hundred and sevnty-five inches, 
shall be provided with a register 
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Side Wall or Base Board Register 
Boxes or Heads. (If Double 
Wall Pipe). 

Register boxes or heads to be 
made in a manner properly to fit 
the style of registers for which they 
are intended, and to be made of 
bright tin or galvanized iron of dou- 
ble construction, with an air space 
of not less than five-sixteenths inch 


Beo Room 
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Plan of First Floor, with Dimensions of Windows Given. 


border or double register box of tin 
or galvanized iron with not less 
than five-sixteenths of an inch air 
space between inner and outer box- 
es. Floor registers of warm air, 
having a free area more than one 
hundred and seventy-five inches, 
shall be provided with a register 
border or double register box with 
not less than five-eighths of an inch 


‘ air space between inner and outer 


boxes. 


all around. The registers to be at- 

tached to them in a manner that 

will prevent any leakage of warm 
air between the joints of the boxes 
and registers. 

Side Wall Register Boxes or Heads. 
(If Single Pipe Construction). 
Register boxes or heads to be 

made in a manner properly to fit 

the style of registers for which they 
are intended, and to be made of 
bright tin or galvanized iron, all 
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joints to be double seamed, and 
shall in no instance depend upon the 
solder. 

The connection with the boot or 
foot piece shall be with an S hook 
attached to the box in a mechanical 
manner. None of the joints, nor 
the S hook shall depend upon sol- 
der to make them tight. The regis- 
ter box or head to be covered with 
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or galvanized iron. All such pipes 
shall be braced in a proper manner, 
or as not to obstruct the flow of 
air, but to retain its full capacity 
throughout. From, and including 
the boot or foot-piece, to and in- 
cluding the register head or box, 
this pipe is to be covered with as- 
bestos paper, weighing not less than 
12 pounds per 100 square feet. 


Attic Floor Plan, Showing Stairway and Two Bedrooms. 


atbestos paper, and not less than 12 
pounds per 100 square feet. 

Before installing register box or 
head, the studding or woodwork 
shall be lined with metal, and wall 
space back of head or box to be 
lapped with metal lath. A contin- 
uous space air shall surround the 
box or head on the sides next to the 
studding. 

All stacks or wall pipes, heads, 
boots, ells, tees, angles or other con- 
nections shall be made of bright tin 


Before installing this pipe, the 
studding, or any exposed wood 
work shall be lined with tin, or met- 
al lath. An air space shall surround 
the entire pipe, from the foot-piece 
to head or box. All joints to be 
locked and held in place of means 
of lugs. No joints shall depend 
upon solder to make them tight. 
Stacks or Wall Pipes. (If Double 

Wall Pipe). 

All stacks or wall pipes, heads, 

boots, ells, tees, angles or other con- 


AND HARDWARE 


RECORD June 19, 1022 
nections should be made of bright 
tin or galvanized iron, and shall be 
made double, from and including 
the boot or foot-piece in basement, 
to the top of each and every stack, 
and register head on all floors of 
the building to be heated. There 
shall be a continuous, uniform air 
space of not less than five-six- 
teenths inch which must be main- 
tained between the outer and inner 
walls of all such pipes and fittings, 
of all kinds, styles and descriptions, 
such pipes, heads, boots and other 
fittings to be of the styles, or equal 
to those accepted by the National 
Board of Fire Underwriters, all 
pipes and fittings to be secured firm- 
ly by lugs attached to the outer wall 
of stacks and fittings, and at no time 
skall nails be driven through these 
stacks or fittings at any point. No 
wali pipes or fittings should be used 
which depend on soldered joints, 
but various pieces of fittings should 
be assembled by means of joints 
which, for the purpose intended, are 
tight. 
Cold Air Face. 

The cold air face or faces to be 
made of wood, steel, or cast iron, 
set with top of name flush with 
floor and it must be of a sufficient 
free air capacity to warrant an un- 
impeded flow of air to the full ca- 
pacity of the cold air pipe to which 
it is attached. No valves or damp- 
ers are permitted. 

Cold Air Shoe. 

This boot, or shoe, should be con- 
nected to the casing at the base, im- 
mediately above the base casing 
ring, and the opening should not ex- 
tend higher than a line on the level 
with the grate of the furnace. The 
width of .the shoe should be of 
proper measurement to make the 
epening of the same areas as that 
of the round cold air pipe to which 
it is connected. 

Cold Air Connection. 

A register box or plate to be at- 
tached to the cold air face and con- 
ducted either through a round or 
square pipe to the cold air shoe. 
The full area of all warm air pipe 
must be maintained throughout the 
cold pipe or pipes. This must be 
made of no lighter than 26-gauge 
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galvanized iron, with all joints made 
tight. 

The smoke pipe shall be as short 
and direct as consistent with correct 
location of the furnace, and to be 
made of either black or galvanized 
iron not lighter than 24-gauge. It 
must clear any combustible material 
such as woodwork, at least 16 inch- 
es, and should it pass within 30 
inches of any combustible wood 
work, such combustible material 
must be covered and protected by 
a metal shield so fashioned that a 
two-inch air space exists between 
this shield and the combustible ma- 
terial. - This shield shall be no less 
ir size than twice the diameter of 
the smoke pipe, and of a sufficient 
length to cover wood at all points. 
No smoke pipe shall pass through 
any wall or floor made of combusti- 
ble material except in old buildings 


where other arrangements are im-— 


possible. In the event of the neces- 
sity of such an arrangement, these 
openings should be protected by 
sheet metal protecting ventilators, 
with an air space of not less than 
two inches op all sides. 

Protection. 

When it becomes necessary to 
place the top of any furnace casing 
or bonnet nearer than twelve inches 
from the ceiling joists of the base- 
ment above the furnace, a metal 
shield, at least twenty-four inches 
larger in diametr than the furnace 
casing shall be hung from the ceil- 
ing or joists, directly over the cas- 
‘ing or hood, permitting a space of 
at least one inch to exist between 
this shield and ceiling or joists. No 
furnace casing or bonnet coming 
nearer than six inches to the ceil- 
ing or joists should be allowed in 
any case. When the top of the bon- 
net or casing is more than twelve 
inches from the ceiling or joists in 
the basement, no shield will be re- 
quired. 

A distance of not less than eight 
inches should be maintained between 
top of furnace proper and the top 
of the casing or bonnet of such fur- 
nace, 





An active tool never acquires 
rust. 
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Farris Furnace Company Gets 
Patent for Humidifying Base. 


Under number 1,410,664, Joseph 
Farris, Springfield, Illinois, has ob- 
tained United States patent rights 
for the humidifying base described 
as follows: 

In an air heating furnace of the 
character described, the combina- 
tion of a basepan adapted to hold a 
body of humidifying water and hav- 
ing an upstanding marginal rim un- 
interrupted except by an overflow 
aperture and a _ normally-closed 
drain-hole in such rim, an ash-pan 
having a floor member spaced above 





the bottom of said base-pan and of 
an area less than that of the body 
of water in said base-pan thereby 
exposing a portion of the surface 
of such water outside of said ash- 
pan, said ash-pan extending for- 
wardly over and beyond the rim of 
the base-pan at the front thereof, 
said floor member having a margin- 
al flange the top edge of which is 
above the water level determined by 
said overflow aperture, an enclos- 
ing casing for the furnace, means 
permitting the delivery of water 
into such base-pan, and means to 
admit the air to be heated into said 
casing above the water in said base- 
pan, said overflow aperture being 
positioned at such height as to per- 
mit the water in the base-pan to 
contact with the bottom face of said 
ash-pan floor member. 


Asks If Straight Casing Hood Is 
Best for Warm Air Heater. 
To AMERICAN ARTISAN AND 

HARDWARE RECORD: 

We notice in your advertising 
pages a number of furnace com- 
panies have cuts of their furnaces 
with straight side instead of pitched 
casing hood, and understand a great 


many furnaces are now being 
installed with this straight side 
hood. 


We have used this style for some 
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time,’and would ask you if there 
would be any difference in the 
working of the furnace or delivery 
of hot air into the pipes, and per- 
centage of same, with pitched or 
straight hood. 

Please advise as to this soon as 
convenient. 

Yours very truly, 
FRANK L. WILSson. 
——, Iowa, June 3, 1922. 





Use the Light of Other 
Men's Experience. 


“Every man starting out in busi- 
ness,’ says John Wanamaker, “will 
have to go over a hard road and 
find out its turnings for himself. 
But he need not go over his road in 
the dark if he can take with him 
the light of 
ences.” 


other men’s experi- 

In your trade journal you have 
a gold mine of ideas that you can 
apply in forging ahead your busi- 
ness, making your personal services 
more valuable and giving you a 
Lroader angle on the fundamentals 
ct business, the understanding of 
which promotes success. 





Know Your Business and You 


Will Get Business. 

Get the reputation of knowing 
your business and you will get busi- 
ness. 

You wouldn’t call in a physician 
who has a reputation of spending 
all his loafing 
ground the drug store instead of 
studying the latest things of his pro- 


leisure hours in 


fession. 

People like to trade with the sheet 
metal man or hardware dealer or 
warm air furnace installer who is 
known for thorough knowledge of 
his business. 





Advertising, once considered an 
unnecessary appendage, as a vehicle 
ior the spectacular, today is firmly 
entrenched in the world of com- 
merce. It is the life-giving vitamin 
of business—the great spark of vi- 
tality necessary to commercial. rela- 
tions.—John G., Presi- 
dent St. Louis. National Bank of 


Lansdale, 


Commerce. 
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Practical Helps and Patterns for the Tinsmith. 


Aids to the Improvement of Craftsmanship and Business. 
News from Various Branches of the Sheet Metal Trade. 


PATTERNS FOR TAPERING 
ELBOW TEE, ON A 


CYLINDER. 

By O. W. Kothe, Principal, St. 
Louis Technical Institute, St. 
Louis, Missouri. Written espe- 


cially. for American Artisan and 
Hardware Record. 

Our working drawing shows main 
cylinder A to which a tee is at- 
tached and on this tee a tapering 
elbow is constructed. 


but it is not probable that any de- 
cent fit will be made. 

The reason is found in the change 
in diameters in the tee as it narrows 
down to the base. 

Observe that the diameters of 
cylinder in point 3 and in point 11 is 
the same as well as in point 5 and 
point 9. 

But now in considering the taper, 
as a true part of a cone, we might 
be able to maintain the diameter in 
point 7, but then the increasing of 


will be greater in diameter than the 
taper, and we have a telescope again 
but where the tee fits over the ta- 
per. 

To overcome this, the tee must be 
laid out by triangulation so that the 
diameters of the tee are built to the 
sectional lines of B. 

Then you will have a true fitting 
and correctly treated. 

To start this working drawing 
first draw the section A and after 
that draw center lines for tee in el- 


























PATTERN For 
TAPERPING ANGLE. 
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TEE ANGLE 


TRUE LENGTHS 








Patterns for Tapering Elbow Tee, on a Cylinder. 


Now the main feature of this de- 
sign is not so much practicability 
as for instruction. 

Many workmen feel that in at- 
taching a tapering elbow to a cylin- 
drical tee or elbow section, the com- 
mon sweep method may be applied. 

To be sure, it can be applied and 
the workman will make sdémething, 


the diameter on the heel will make 
the distance greater in point 5 anc 
point 3 and hence, this portion of 
the elbow will telescope outward 
over the cylinder. 

Then the throat owing to the re- 
ceiving of the lines, the diameters 
of taper will be smaller in points 9 
and 11, so that here the cylinder 


bow, also describe section B and di- 
vide in equal parts and then draw 
angle. 

Now from each point in section 
the miter line 1-13 on a 45 degree 
B, draw lines to intersect the tee A 
and the miter line in points shown. 

This will enable drawing the ta- 
per with base C, and building your 
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lines to those in the miter line as 
shown. 

After this, we project the tee 
picking the girth from B and pro- 
jecting the lines as shown. 

Now the girth for the taper along 
the miter must be picked from 
spaces as 1”-3”-5"-7", etc., the rea- 
son being that these 2 edges fit to- 
gether and they must be of the 
same girth. 

After this develop the diagram of 
true lengths for the taper and lay 
out the pattern for tapering angle 
the same as has been explained 
from numerous other articles along 
this line. 





President Lichty Offers Prize 
to Members of Iowa Auxiliary. 

President N. A. Lichty of the 
[owa Sheet Metal Contractors’ As- 
sociation has offered a fine prize 
to the member in good standing of 
the Jobbers’ and Salesmen’s Aux- 
iliary who turns in the largest num- 
ber of applications for membership 
ir. the contractors’ organization be- 
fore the next annual convention. 

The prize consists of a high grade 
traveler’s toilet set. 

Applications, together with check 
for $6.00 should be mailed to Sec- 
retary R. E. Pauley, Mason. City, 
lowa. After January 1, 1923, the 
membership fee will be ten dollars. 

It is worthy of note that although 
the lowa Sheet Metal Contractors’ 
Association is only a little over a 
year old, the organization has a 
role of 79 members. President 
Lichty wants to bring it up to 200 
before the 1923 convention at Sioux 
City. 





Makes a Good Suggestion About 
Steel Boat Patterns. 


To AMERICAN ARTISAN AND 

HARDWARE REcorD: 

This being the boat making sea- 
son, why not request some of your 
correspondents to furnish draw- 
ings and instructions for making 
good steel boats? 

I am sure this would be appre- 
ciated at this time. 

Harry Frye. 

——, Tennessee, June 5, 1922. 
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Cellular One-piece Cores Are Now Sold by 
Weight at Uniform Prices for All Shapes. 


The Repairer Can Get Core Material in Stock Lengths to 
Be Cut in His Shop and Assembled as Needed on the Job. 


Written Especially for AMERICAN ARTISAN AND HARDWARE REcoRD by 
E. E. Zideck, New York City. 


MONG the improvements late- 
ly made in cores for auto-mo- 
tive radiators are many which are 
calculated to make the repairing of 
radiators easier and less hazardous. 


Formerly, the cores manufac- 
tured for  replace- 
ment were shipped 


to the repairer not 
tested as to leaks. 
Now, however, the 
majority of core 
manufacturers test 
each core before it is 
shipped’ and guaran- 
tee it not to leak. 

Formerly, cores 
requiring sloping 
down corners, were 
shipped in _ their 
square form, leaving 
the cutting of the 
corners and the te- 
dious work of sol- 
dering them up to 
the repairer, or, the 
corners were re- 
quired to be ordered 
cut, the makers 
charging for it 
specially. 

The same applied 
to odd forms and 

cores. 
the usual 
square shape core 
was being sold at 
quite reasonable fig- 
ures, the cut-corners, 
the “V” shapes, the 
circular face shapes, 
the round top shapes 
and other odd forms 
of cores were 
charged for wunrea- 


shapes of 
Whereas 





sonably. 

That, however, belongs to the 
past. At the present, the cellular 
one-piece cores are being sold by 
weight, and there are a few of the 


most up-to-date cores being manu- 
factured and sold throughout the 
country which sell to the repairer at 
uniform prices for the square as 
well as the other shapes. 

With almost three milion of 
cores replaced annually, it is no 
wonder that, as the competition in 
the manufacture of cores increases, 
there should be improvements, 
more facilities, and standardization 
of prices in the line. 

The trend, as in any other line 
which is profitable and promises to 
expand indefinitely, is toward sim- 
plicity. 

Not so very many years ago the 
car owner believed implicitly that 
no one but the factory could fix his 
radiator. 

Today, radiator repair shops are 
being established in the remotest 
parts of the country, on almost 
every street corner of the cities and 
even in blacksmith shops of the vil- 
lages. 

With the right kind of supplies 
becoming more and more available 
and tending to make the work sim- 
ple, the repairing of radiators has 
become easy, and where there are 
not sheet metal workers doing it, 
even a blacksmith will take a hand 
at it. 

Owners of automobiles, trucks 
and tractors now prefer to have the 
repairing work done at home, and 
if there is no one more competent 
than a blacksmith, they will induce 
him to do it. 

One of the latter improvements 
in the core making industry is de- 
scribed in the accompanying pic- 
tures. The object of the improve- 
ment is to provide the repairer with 
core material in stock lengths, to be 
cut in his own shop and assembled 
into that size and shape core which 
the radiator he is working on re- 
quires. 
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The keeping in store of one-piece 
cores in all sizes and shapes is al- 
most impossible. 

A, few of the popular sizes and 
shapes might be kept on hand, and 
if they are, the better for the re- 
pairer, who can insert the core on 
spot and satisfy the customer, who, 
needing his car, hates to wait until 
the core, ordered from a distant 
factory, has arrived. 

Many re-coring jobs are being 
lost to the repairer because he has 
nothing on hand which he could 
use to replace the damaged core and 
satisfy the customer who wants the 
radiator at once. 

The tourist, the traveler, the 
truck and tractor driver especially, 
will go long ways to eliminate wait- 
ing days and weeks for their radi- 
ator being put in shape. Many 
times they will order or buy, if they 
can, a new radiator instead. 


as they keep in store eavesirough 
and conductor pipe, and could cut 
it up and work it into radiator cores 
at their will. 

Picture No. 1 shows the core ma- 
In picture 


terial in stock lengths. 








No. 2 the core material is being cut 
into pieces. These pieces are of a 
length fitting between the tanks of 
the radiator. 

In picture 3 it is shown how the 
individual strips are inserted one 
into the other, holding together by 
laps. 
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The illustrations herewith depict 
just the thing to use for the above 
emergency cases. In fact, the “core 
material” here described has been 
devised with just that end in view. 

For the purpose of assembling it 
into cores wanted at once, it is ad- 
mirable. 

The repairer, no doubt, will find 
other uses for it after he has tried 
it. 

He can use pieces of it for fin- 
core repairs. He can assemble it 


into odd shapes of cores and con- 


& ah 








struct of it cores for radiators re- 
quiring a certain amount of added 
cooling. 

For sheef metal workers the here- 
with described material would mean 
that they could have it in store just 
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The assembled core is soldered in 
the headsheet laps only. 

No soldering is done upon the 
faces, which leaves each strip loose 
except in its hold to the tanks. 








Accordingly, each strip can be re- 
moved by cutting through the tubes 
at the tanks, and can be replaced by 
melting out the tube-stubs sticking 
in the tanks and fitting in a new 
piece of the same material, solder- 
ing it in the laps and joints at the 
tanks. 

Pictures 4 and 5 illustrate the 
widened laps by which the strips 
hold together. 

A wider lap in each strip joint 
allows the tube-rows to be placed 
nearer together. 

Water circulation and consequent 
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cooling capacity can be increased 
thereby. 

It is up to the repairer to place 
the tube-rows as near or as far 
apart as he chooses. Thereby he 
can regulate the cooling capacity of 
any core he is building. 

Picture No. 6 shows the strips 
cut shorter at the sides to form a 
sloping down corner. 

The repairer simply measures the 
slope by the old core which he is 
replacing,’ sees how many strips it 
takes to form that slope, divides the 








‘slope by half, quarter, or other frac- 
tions of inches, and cuts those strips 
intended for the corner, so much 
shorter. 

By having the right measures be- 
fore he starts cutting from the stock 
length, he eliminates any waste of 
the material. 

The laps in the sloping corner are 
soldered just as the other laps are, 
but the round fin can be flattened 
down to lay better and make a 
straight line of the slope. 

Picture 7 shows the laps in the 
back wider than in the front. By 





arranging the laps as shown, the 
repairer gets a circular shape of 
core. And, arranging one or more 
joints to overlap more in the back 
than in the front of the core, as 
shown in picture 8, a “V” shape 
core is formed. 

Especially for heavy duty cars, 
trucks and tractors the above “core 
material” can be made good use of 
by the repairer and put him in a 
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position to re-core radiators quick- 
ly enough to satisfy the impatient 
owner or driver who has no time to 
lose. 

The repairer doing business in 
country districts removed from 
core-making factories or stores will 





be greatly aided in his work and 
save much time by using the above 
core material for work wanted at 
once. 


(To Be Continued ) 





Three Big Steel Companies Are 
Planning to Unite. 


According to a statement pub- 
lished in the Chicago Daily Tribune 
of June 8th to the stockholders of 
the Midvale Steel and Ordnance 
Company, Inland Steel Company, 
and Republic Iron and Steel Com- 
pany,g the respective boards of di- 
rectors of these three companies 
approved the outline of a plan for 
the unification of the properties of 
the three companies and have au- 
thorized the formulatiori of a final 
plan to be submitted to the respec- 
tive boards of directors and, when 
approved by them, to be submitted 
to the stockholders of the different 
companies. 

The statement goes on to say that 
“it is proposed that the Midvale 
and Inland Companies will consol- 
idate and merge and take the name 
North American Steel Corporation. 

“This corporation, hereinafter 
called the company, will acquire, 
subject to its liabilities, the assets 
ot the Republic Company. 

“Before the unification of the 
properties, Midvale will place its 
Nicetown plant and ‘certain assets 
and liabilities connected with the 
operation of it in a separate cor- 
poration, stock of which will be dis- 
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tributed pro rata among the stock- 
holders of the Midvale Company. 

“This separate corporation will 
thereafter continue as a separate en- 
terprise for the manufacture of the 
ordnance, armor plate and special 
steel products to which it is 
adapted. 

“It is intended that a syndicate 
will be formed to provide for the 
cash requirements of the plan, in- 
cluding the provision of $20,000,- 
000 additional cash working capital, 
which will make the total working 
capital of the company over $100,- 
000,000. 

“Some of the essential reasons 
for the proposed unification of the 
companies may be stated as fol- 
lows: 

“(1) Increased economy, result- 
ing from the mining of a larger 
tonnage of ore, coal, and limestone 
under. one control, together with 
the economic advantage of better 
distribution for the use of such 
products. 

“(2) Stronger management 
through the combined ability of the 
officers of the respective companies 
to direct the operations. 

“(3) With plants located at 
Johnstown, Pennsylvania, Coates- 
ville, Pennsylvania, Youngstown, 
Ohio, Niles, Ohio, and Chicago, IIli- 
nois, and with facilities for steel 
production in the southern field of 
Birmingham, Alabama, the com- 
pany will be in better position tp 
serve the consuming trade with a 
larger diversity of products and to 
effect a substantial saving in the 
selling and administrative costs.” 





Advertises Zinc for Roofing and 
Thus Helps the Trade. 


Every sheet metal contractor in 
the territory covered by the circu- 
lation of the Chicago Daily Tribune 
—which embraces the central por- 
tions of the Middle West—can de- 
rive benfit from the advertisemnt 
of the Illinois Zinc Company, re- 
produced herewith from the Chi- 
cago Daily Tribune. 

In the original, this advertisemnt 
measured 4% by 11 inches. 

In brief and convincing language 
it tells the advantages of economy 
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and durability as well as architec- 
tural harmony of the Illinois Zinc 
Shingle. 

Thousands of people who read 
this advertisement will learn, per- 
haps for the first time, the facts 
about zinc shingles and, therefore, 


aes & FAROAN 
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STANDARD OIL 
COMPANY FILLING STATION 
ROOFED WITH ILLINOIS ZINC SHINGLES 


ROADSIDE filling station of the Standard oe 
Company emphasises the ¢ of th 
Illinois Zinc Shingle. You feet Sestiaicthvely thet 
this great company would not use a roofing that 

had not proved teal aps of importance. 
a “plainly the be ly the bean these shingles. 
as plainly ¢ —_ isin 
us estimate upon them; for the usefulness of 
zinc is uni’ 
Soft gray at the start and pr idized to th 
even er gray, their color harmonizes with any 
G y turned at the end, rel 
give the identical effect of a butt shingle. And th 
are ingeniously flanged at the edge to provide a 


spacing between shingles. 

And, in addition, you get the same efficiency they 
are giving Standard Oil. Zinc,the pure non-ferrous 
metal that cannot rust; tinc the fire-safe, water- 


tight and lightning-proof ; zinc that cannot curl or 
= split or one ; and finallyzinc in a form that 
costslesstobuy, lessto lay and nothingto maintain. 


“Write or call for further information 
ILLINOIS ZINC COMPANY 


332 So. Michigan Ave., 
Chicago, LL 








pansion contraction, ahd to 


CLONE TE> 


ZINC SHINGLES 


“The Roof thats A/ways New” 





Advertisement of the Illinois Zinc 
Company, Reproduced from the Chi- 
cago Daily Tribune, Chicago, 
Illinois. 


will be in a receptive mood for the 
solicitation of the sheet metal con- 
tractor who goes out after zinc 
shingle roofing business. 

This advertisement is an excel- 
lent example of the kind of coopera- 
tion which promotes the welfare of 
the trade and enables the sheet met- 
al contractor to enlarge the scope 
of his activities with profitable re- 
sults. 





Poverty is more of a punishment 
than it is a crime. 
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Display of Zinc Products Is 
Full of Trade Suggestions. 


Opportunities for trade develop- 
ment and, therefore, of greater’ in- 
come are made available to sheet 
metal contractors by the rapid de- 
velopment of applications of zinc 
te a multitude of requirements in 
the sheet metal business. 

Until comparatively recently, the 
average sheet metal contractor was 


that their usefulness and adaptabil- 
ity to the purposes for which they 
are intended were very plainly evi- 
dent. 





Takes Up Radiator Repairing 
Through the Zideck Articles. 
To AMERCAN ARTISAN AND HARD- 
WARE RECORD: 
It may be encouraging to the 
trade to read a letter from one of 








Display of Zinc Products by the New Jersey Zinc Company at the Recent Na- 
tional Sheet Metal Convention in Indianapolis, Indiana. 


not acquainted with the many uses 
and advantages of zinc for leader 
pipes, eaves troughs, elbow fittings, 
and the like. 

The work of education along this 
line—which is certain to result in 
larger profits for the sheet metal 
contractor—is being carried on by 
the zinc industry and, notably, 
through the efforts of the New Jer- 
sey Zinc Company, New York 
City. 

At the recent annual convention 
of the National Association of Sheet 
Metal Contractors in Cadle Audi- 
torium, Indianapolis, Indiana, a 
very instructive exhibit of zinc 
products for the sheet metal trade 
was made by the New Jersey Zinc 
Company. 

The display included leader pipe, 
eaves trough, elbows, fittings, and 
zine spouting. 

As indicated in the accompanying 
illustration, these various zinc pro- 
ducts were artistically arranged so 


your subscribers, Martin L. Kol- 
sto, Hardware, Radiator and Tin- 
shop, Newhall, Iowa, who writes 
as follows: 
Sincerely yours, 
E. E. ZIpeck. 

New York City, June 6, 1922. 
“To Zideck Auto Radiator School: 

“T just thought I would write 


,you and tell you what success I[ 


have had with the radiator busi- 
ness. I have a hardware and gen- 
eral tinshop business, and with your 
aid, I went into the Radiator Re- 
pairing game. 

“T started about the first of No- 
vember, 1921, and up till about 
March 1, 1922, I repaired over 300 
radiators. I think the business is 
fine. 

“T took in about $1,500, and had 
an expense of $200, so that left me 
a nice little profit. At that, I have 
other work to do and the time I de- 
veted to radiators was indeed insig- 
nificant. 
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“Now they can bring in any ra- 
diator, no matter how damaged, 
and I can fix it all and have no wor- 
ry that it is not first rate. 
“MartTIN L. Kotsto.” 
Newhall, Iowa. 





Secretary Seabrook Is Honored 
by His Church. 


Special honor was paid Edwin L. 
Seabrook, secretary National Asso- 
ciation of Sheet Metal Contractors, 
by the members-of Calvary Pres- 
byterian Church, Second and Pearl 
Streets, Camden, New Jersey, Sun- 
day, June 4th. 

The occasion was his twenty- 
fifth anniversary as an elder. It 
was also the twenty-seventh birth- 
day of the church, and the morning 
service was largely a recognition of 
the long service of Mr. Seabrook 
as a member of the session. 

All the elders were on the plat- 
form, and the pastor, the Rever- 
end Irving J. Shafer, preached a 
sermon appropriate to the double 
anniversary. 

Mr. Seabrook is active in the 
West Jersey Presbytery and has 
been one of its commissioners to 
the General Assembly. 

Letters of felicitation, congratu- 
lation and appreciation were “read 
from the Reverend Dr. Samuel D. 
Price, secretary of the World’s 
Sunday School Association, a for- 
mer pastor of Calvary Church, from 
the Reverend Dr. Swearingen, of 
St. Paul, retiring moderator of the 
General Assembly, and the Rever- 
end Dr. Hays, of Johnstown, Penn- 
sylvania, who was chosen modera- 
tor at the recent session of the Gen- 
eral Assembly, held at Des Moines. 

A Bible was given to Elder Sea- 
brook by the congregation. He 
now enters on his ninth term as a 
member of the church session. 





Opens a Sheet Metal Shop. 

With years of practical experi- 
ence in every branch of the craft, 
Henry W. Griebel has opened a 
sheet metal shop in California, Mis- 
Suuri. 

He is prepared to handle almost 
any job requiring the working of 
sheet metal. 
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Indianapolis Uses Refuse Can 
Made of Armco Ingot Iron. 


Large municipalities have long 
realized that refuse cans made of 
galvanized sheet metal are a vast 
containers for- 


improvement over 
merly made of wood. 

Metal containers can be attrac- 
designed. 


tively They are more 

















City Refuse Cans Made of Armco In- 
got Iron. 


sanitary, and they can be handled 
at less cost than heavy, clumsy 
boxes. 

Recently the city of Indianapo- 
lis, Indiana, asked for bids on a new 
supply of street refuse containers 
tc replace the steel cans formerly in 
use. 

The F. H. Lawson Company, of 
Cincinnati, Ohio, designed a refuse 
can made of Armco Ingot Iron to 
fit exactly the city’s needs and also 
give a long period of service. 

This photograph shows the style 
of can The F. H. Lawson Company 
sold to the city buyer, and today 
these metal containers are doing 
duty on the street corners of Indian- 
apolis and serving their purpose in 
helping to keep the streets clean. 

The design is unique and service- 
able. The pole holding the can in 
place is firmly anchored. 

The large clamps grip the sides 
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of the can and hold it under the 
hood which is fastened to the pole 
instead of to the can. 

This design makes it an easy 
matter to remove and empty the 
can and at the same time provides 
sufficient opening between the can 
and the hood for the street cleaner. 

Mr. H. L. Jillson represented the 
F. H. Lawson Company in the 
sale. He had just completed a short 
course in the customers salesman- 
ship class conducted by The Amer- 
ican Rolling Mill Company, at Mid- 
dletown, Ohio, and was, therefore, 
thoroughly posted on the merits of 
the material offered in the Lawson 
cans as well as its mechanics. 





New Soldering Iron Handle Is 
a Big Improvement. 

The Parker Supply Company, 
manufacturer of Parker Products, 
located at 785 East 135th Street, 
New York, announces the placing 
on the market of the Shur-Grip 
Soldering Iron Handle. 

This handle was shown by the 
manufacturers for the first time at 
convention of the National Asso- 
ciation of Sheet Metal Contractors 
at Indianapolis, May 15th to 2oth. 

It created quite some interest 
among those sheet metal workers 
that were fortunate enough in visit- 
ing the booth of the exhibitors and 
obtaining a sample. 

The construction of the handle, 
which contains a hardened steel die 





Parker Shur-Grip Soldering Iron 
Handle. 


locked into the wood, is shown in 
the accompanying cross section il- 
lustration. 


This die, the manufacturers 
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claim, cuts its own thread on the 
stem of the copper, assuring an ab- 
solute hold without wobble or the 
possibility of the soldering iron 
coming off unless the handle is un- 
screwed. 

The die is so constructed that the 
heat travels downward and goes out 
from the vent hole in the back of 
the handle. 

The Shur-Grip Soldering Iron 
Handle will be made in three sizes: 
No. 7 for soldering irons from one 
and a half to four pounds to the 
pair; No. 8 for soldering irons from 
four to eight pounds, and No. 9 
from eight to twelve pounds. 

We understand that already 
some forty odd jobbers have taken 
on the sale of this handle so that the 
sheet metal workers will soon be 
able to buy these Shur-Grip 
Handles from their local jobbers. 

The manufacturers will be glad 
to give further information to any 
interested reader. 





J. W. Beard and Brother Form 
New Sheet Metal Firm. 


The steady development of the 
John J. Beard Sheet Metal Works, 
559 West Main Street, Lexington, 
Kentucky, has reached a_ stage 
where expansion of facilities be- 
comes advisable. 

As a consequence of these grat- 
ifying conditions, John J. Beard 
and J. W. Beard have consolidated 
under the firm name of J. W. Beard 
and Brother. 

The new firm is located at 232 
East Short Street, Lexington, Ken- 
tucky, and includes in its operations 
general cornice shop, warm air fur- 
nace installation, and slate and tile 
roofing. 





Detroit Local Prepares to Defend 
the State Loving Cup. 


With a broad challenge to all the 
locals of the Michigan Sheet Metal 
and Roofing Contractors’ Associa- 
tion, the Detroit Local is preparing 
to defend the State Loving Cup at 
the annual outing of the state or- 
ganization, July 25 to 27th. 

The Detroit members seem to be 
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quite confident of the strength of 
their baseball team. Captain Emil 
Banks reports that he has his squad 
, out three nights a week and that 
they are rounding into form very 
rapidly. 

About twenty players are now on 
the team and the weeding out proc- 
ess will not take place until just be- 
fore the big game in which the De- 
troit men will be pitted against a 
team picked from the various Mich- 
igan cities outside Detroit. 





Secures a Goad Job Through 
Ad in AMERICAN ARTISAN. 


To AMERICAN ARTISAN AND Harp- 

WARE RECORD: 

I am glad to inform you that I 
secured a good job through an ad- 
vertisement in your journal. 

Yours truly, 
Epwin N. FLunre. 
——, Wisconsin, June 5, 1922. 





Is Preparing Complete Catalog 
of Dunning Supplies. 

A complete catalog of “Kwik- 
Lok” furnace pipe and fittings, man- 
ufactured by the Dunning Heating 
Supply Company, Milwaukee, Wis- 
consin, as well as of the warm air 
furnaces,. warm air registers, and 
furnace supplies carried in stock by 
the Company is in course of prep- 
aration. 

The new catalog will be well il- 
lustrated and conveniently indexed 
ior ready reference. , 

Of course, special attention will 
be given. to, the features of “Kwik- 
Lok’’..furnace pipe and fittings 
and .rightly so. The “Kwik-Lok” 
locking device is so designed that 
when two sections spring together 
they are securely locked and can be 
installed without the use of solder 
er brads. 














Notes and Queries 











Copper Conductor Pipe and Elbows. 
From E. A. Phillips, Durand, Michigan. 

Will you please advise me who 
manufactures copper conductor 
pipe and elbows. 


Ans.—Milwauke Corrugating 
Company, Milwauke, Wisconsin; C. 
G. Hussey and Company, Pitts- 
burgh, Pennsylvania; David Lup- 
ton’s Sons Company, Allegheny 
Avenue and Tulip Street, Philadel- 
phia, Pennsylvania; Ferdinand 
Dieckmann Company, P. O. Sta- 
tion B, Cincinnati, Ohio; Merchant 
and Evans Company, Washington 
Avenue and 21st Street, Philadel- 
phia, Pennsylvania; Amer ican 
Brass Company, Waterbury, Con- 
necticut, and The National Brass 
and Copper Company, Lisbon, 
Ohio. 

Repairs for “Delevan” Lawn Mower. 
From N. E. McKee, Edna, Kansas. 

Where can I get repairs for the 
“Delevan” lawn mower ? 

Ans.—You can secure them from 
the manufacturers, Chadburn and 
Coldwell Manufacturing Company, 
Newburgh, New York. 

Canvas Boat Decking. 


From Heilstedt and Company, Oglesby, 
Illinois. 


Kindly inform us where we can 
buy canvas decking for boat decks. 

Ans.—George B. Carpenter and 
Company, 440 North Wells Street, 
and MH. Channon Company, Mar- 
ket and Randolph Streets; both of 
Chicago, Illinois. 

Monel Metal. 


From W. E. Bartlett, Clintonville, Wis- 
consin. 


Please advise me where I can eb- 
tain monel metal. 

Ans.—Steel Sales Corporation, 
129 South Jefferson Street, Chica- 
go, Illinois, and Trumpbour-White- 
head Brass and Copper Company, 
309-311 Canal Street, New York 
City. 

Repairs for “All Day” Lawn Mower. 
From N. E. McKee, Edna, Kansas. 

Will you kindly let me know 
where'lI can get repairs for the “All 
Day” lawn mower? 

Ans.—From the manufacturers, 
Philadelphia Lawn Mower Com- 
pany, 3101 Chestnut Street, Phila- 
delphia, Pennsylvania. 

Stove Bolts. 


From George F. Meyer, 71 South Main 
Street, Fond du Lac, Wisconsin. 


Please tell me -who makes stove 
bolts, 3g by 1% inches, can fur- 
nish them in large quantities, and 
will black-japan them for me in- 
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stead of having them bright finish. 
Ans.—The Kirk-Latty Manufac- 

turing Company, Clevland, Ohio. 


Flat Tube Automobile Radiators. 


From R. A. Bongard, Bongard Sheet 
Metal Works, El Dorado, Kansas. 


Can you tell me who makes flat 
tube radiators? 

Ans.—G, and O. Manufacturing 
Company, Replacement Depart- 
ment, New Haven, Connecticut, 
and F. L. Curfman Manufacturing 
Company, Maryville, Missouri. 

Steel Animal Traps. 
From G. A. Byor, Edgar, Nebraska. 

Please advise me who makes steel 
animal traps. 

Ans.—E-Z Manufacturing Com- 
pany, Galesburg, Illinois; Heartley 
Machine Variety Iron and Tool 
Works, 900 Summit Avenue, Tole- 
do, Ohio; Sabo Manufacturing 
Company, 3115 West 27th Street, 
Cleveland, Ohio; Oneida Commu- 
nity, Limited, Oneida, New York, 
and Nelson Manufacturing Com- 
pany, Deerfield, Wisconsin. 


Glass Knobs. 


From Summit Stove Company, Morri- 
son, Illinois. 


Kindly give us the names and ad- 
dresses of firms making glass knobs. 

Ans.—Grand Rapids Brass Com- 
pany, Grand Rapids, Michigan; 
Underwood Glass Pin Company, 
Philadelphia, Pennsylvania; New 
York City. 

Repairs for Umbrellas. 


From H. F. Schoppe and Sons, Jeffer- 
son, lowa. 


Please tell us where we can buy 
repairs for umbrellas and parasols. 
Ans.—D. M. Stevenson, 24 East 
Adams Street, and Umbrella Spe- 
cialty Shop, 3418 Roosevelt Road; 
both of Chicago, Illinois. 
Fruit Evaporators. 


From H. F. Schoppe and Sons, Jeffer- 
son, lowa. 


Will you kindly advise us who 
manufactures fruit evaporators or 
dryers. 

Ans.—William Stahl Sprayer 
Company, Quincy, Illinois; Sebas- 
tian Brothers, Odin, Illinois; D. R. 
Sperry and-Company, Batavia, IIli- 
nois; and Proctor and Schwartz, 
Incorporated, 7th and Tabor Road, 
Philadelphia, Pennsylvania. 
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Descriptive Index and Guide to New Patents. 


Improved Devices Which May Save Labor in Your Shop 
or Add Another Source of Income to Your Retail Store. 


1,406,934. Shade Roller. John 
Elliott Cowel, Crest, Colorado. 
Filed April 30, 1921. 

1,411,285. Wrench. Knut O. 
W. Lindquist, Chicago, Illinois. 
Filed July 23, 1920. 

1,411,287. Safety Razor and 


Stropper. John W. McAuliffe, Pel- 
ham, N. Y. Filed May 5, 1921. 

1,411,289. Grass Catcher. James 
T. Madigan, Colorado Springs, Col- 
orado. Filed March 8, 1921. 

1,411,333. Soldering Iron Heat- 
er. Leonard Joseph Fazendin, Oril- 
lia, Ontario, Canada. Filed Decem- 
ber 20, 1920. 

1,411,584. Lawn Mower. John 
W. Peters, Roslyn, N. Y. Filed Au- 
gust 10, 1921. 

1,411,649. Pocketknife. Franz 
Vincent, Bridgeport, Connecticut. 
Filed October 14, 1920. 

1,411,750. Washing Machine. 
Henry Sieben, Kansas City, Mo. 
liled October 11, 1920. 
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1,411,784. Screen Hanger. Hazel 
Clark Hipolito, Los Angeles, Cali- 
fornia. Filed July 25, 1916. 

1,411,819. Door and Window 
Catch. James H. Tudor, .Cincin- 
nati, Ohio. Filed January 11, 1921. 

1,411,835. Jar Opener. Harold 
L. Blood, Plainfield, New Jersey. 
Substitute for application Serial No. 
423,078, filed September 11, 1919. 
This application filed September 7, 
1921. 

1,411,858. Can Opener. Milton 
J. Mann, Bangor, Pennsylvania. 
Filed January 6, 1920. 

1,411,918. Hammer. Charles H. 
Johnson, Sacramento, California, 
assignor of one-half to Arthur E. 
Miller, Sacramento, California. 
Filed September 4, 1919. Serial 
No. 321,553. Renewed March 30, 
1921. 

1,411,929. 


Calipers. | William 


Tames Miller, Goose Creek, Texas. 


Filed February 23, 1921. 


1,411,983. Clothes 
Charles C. Tomkinson, 
New Jersey. 
1919. 

1,412,063. Ventilator. Leon W. 
Nichols and Walter Leedy, Youngs- 
town, Ohio. Filed July 16, 1919. 

1,412,108. Hinge. William Lewis 
Evans, Jr., Washington, Indiana. 
Filed December 22, 1919. 


Wringer. 
Plainfield, 
Filed September 27, 





The retailer who knows the value 
of a single resale price is often un- 
willing to “take his own medicine.” 
On the contrary, he is constantly 
trying to devise one method after 
another to influence the wholesaler 
or manufacturer to give him an in-, 
side price or a concession. He 
overlooks the fact that it is just as 
much a matter of bad business for 
2 manufacturer to give him an in- 
side price as it is for him to have 
« varied price list for his custom- 
ers.—A. H. Deute in Printers’ Ink. 
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Review of Conditions in the Metal Markets. 


General Situation in the Steel Industry. Report of 
Prices and Tendencies in Sheet Metals, Pig Iron, etc. 


COPPER}PRICES SLOW 
DOWN SOMEWHAT. 


The upward movement of copper 
prices has been slowed down and 
there is a greater abundance of the 
metal for June delivery. 

There is some buying on domes- 
tic account, but it is relatively small. 
Foreign orders also are fewer in 
number and smaller in amount. The 
lull in buying is to be expected af- 
ter the recent great activity. 

Home consumers are well cov- 
ered for June and not a few have 
made purchases for July shipment 
so that a renewal of recent activity 

is not expected for several weeks. 

At the same time the tone of the 
market is strong. 

Output of the smelters is not be- 
ing increased as rapidly as antici- 
pated. 

The scarcity of skilled miners is 
an important factor. 

Deliveries on domestic and for- 
eign account continue in excess of 


refinery production so that stocks 


are still steadily decreasing. 

As a result of the strong statis- 
tical position and the even stronger 
commercial situation, the probabil- 
ity is that the market for elctrolytic 
will be established firmly at 14 
cents within a day or two. 

For the time being, however, 
there is some metal available at 1374 
cents delivered, even for June ship- 
ment. 

On the other hand, some of the 
largest interests are not anxious for 
business even at 14 cents for early 
shipment, and substantial sales were 
made this week at 14 cents deliv- 
ered for June, July and August 
shipment. 

In the outside market offerings 
are light and the tendency of prices 
is upward in sympathy with pro- 
ducers’ asking prices. 

Lake copper is still available to 


a moderate extent at 14 cents deliy- - 


ered fot June shipment. 


Some producers are asking a 
fractional advance for July ship- 
ment. 

Electrolytic is firmer at 13% 
cents réfinery for prompt, June, Ju- 
ly and third quarter shipment. 

There is also some inquiry for 
fourth quarter delivery, but produc- 
ers generally are not offering for 
shipment beyond September. 

Second hands are asking a frac- 
tional advance for the fourth quar- 
ter position, 

Casting copper is also firmer but 
quiet. 

Tin. 

There has been some profit-tak- 
ing on the part of dealers this week, 
but the offerings were not large and 
have not disturbed the firm condi- 
tion of the tin market. 

As the price has advanced near- 
ly 2 cents during the past three 
weeks it is natural that there should 
be some re-selling and it will speak 
well for the market if this does not 
cause a reaction. 

The consuming demand is not up 
to what it should be, but the con- 
sumption is heavy and it is ex- 
pected consumers will soon be com- 
pelled to buy. 

Taken as a whole the require- 
ments for June and July are pretty 
well taken care of, but there is not 
much tin bought for August and 
forward deliveries and consumers 
can not afford to run it too close. 


Lead. 


Reports from Joplin state that 
lead ores again showed great 
strength and sold generally at $74.00 
to $75.00 for 80 per cent grades. 

3uyers are taking everything 
available at these prices and there 
is less tendency towards speculation 
on the part of the mine operators. 

They are selling freely at the 
stronger market, and no accumula- 
tion of ore is likely to take place. 


Solder. 


Solder prices now in effect in the 
Chicago market are as follows: 

Warranted, 50-50, per 100 
pounds, $22.00; Commercial, 45-55 
per 100 pounds, $20.50; and Plumb- 
ers’, per 100 pounds, $19.25. 


Zinc. 


The zinc market continues strong 
with a decided tendency toward 
higher prices. 

Joplin advices state that ore de- 
mand continues in excess of produc- 
tion and that there is now less than 
a week’s supply of purchaseable ore 
unsold. 

This situation makes competition 
keen and sellers secured advances 
on all grades of ore. 

High grade sulphide ore is quot- 
ed at $33.05, premium 60 per cent 
zinc at $32, prime Western 60 per 
cent zinc at $31 to $32, and fines 
and slimes from $28 to $29. 

Due to the increasing number of 
properties being put into commis- 
sion, as well as the stronger demand 
for farm labor, zinc mine operators 
are reporting already a shortage of 
labor, especially of the shoveling 
class. 


Sheets. 


In the past few days the various 
prices of the independents have 
been trending towards a more con- 
sistent basis. 

The extreme high prices have dis- 
appeared, at least as regards the 
far forward deliveries, while the 
regular prices for blue annealed, for 
black, for galvanized and for auto- 
mobile sheets, have largely disap- 
peared for August and September 
deliveries. 

In these deliveries the indepen- 
dents have the field to themselves, 
as the leading interest is selling only 
for July. 

Tin Plate. 

As far as it can be judged at this 

time, the demand for tin plate is 
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heavy for early deliveries, while 
there is little disposition on the part 
of most consumers to contract for 
the whole half year. 

This is more or less in line with 
the attitude of buyers for some 
time past. 

No doubt, however, the coal 
strike is an important factor in the 
minds of most buyers, but just how 
the buyers interpret the coal strike 
is another matter. 

On the one hand, they find that 
they were needlessly alarmed as to 
April and May deliveries as the de- 
liveries have been good, yet not a 
few buyers took in tin plates in the 
first quarter of the year because 
they were afraid deliveries would 
be hard to get after the coal strike 
started. 

On the other hand there is the 
point that the coal strike has lasted 
more than two months without ap- 
pearing to get any nearer to its 
end, hence it may make a good bit 
of trouble later. 


Old Metals. 


Wholesale quotations in the Chi- 
cago district which should be con- 
sidered as nominal are as follows: 
Old steel axles, $15.50 to $16.00; 
old iron axles, $21.50 to $22.00; 
steel springs, $15.50 to $16.00; No. 
I wrought iron, $13.50 to $13.00; 
No. 1 cast, $15.50 to $16.00 all per 
net tons. Prices for non-ferrous 
metals are quoted as follows, per 
pound: Light copper, 8% cents; 
light brass, 4% cents; lead, 4% 
cents; zinc, 2% cents; and cast 
aluminum, 1114 cents. 


Pig Iron. 


In the iron trade everything is on 
the right side, says the weekly re- 
port of the Matthew Addy Com- 
pany, Cincinnati, Ohio. There is 
not one unfavorable event—unless 
it is that coke is not in plentiful 
supply. But so far, in spite of the 
coal strike, there has been enough 
coke. 


Of course, it is an economic fool- 
ishness to announce a_ reduction 
which is to occur at a future date 
—like. the reduction in railroad 
rates. 
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But the manufacturers who post- 
pone shipments until after July so 
as to benefit by the reduction may 
find that they have made a mistake. 

It looks to us as if there will be 
such a lot of bottled-up freight to 
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. move when July comes that the 


raliroads can’t handle it. And that 
there is much pressing business on 
hand is very evident from the in- 
creasing requests we have for 
prompt delivery. 


Shipments Abroad of Iron and Steel Show a 
Decrease in May, Amounting to 15,000 Tons. 


Steel Ingot Production for May Is Estimated at 3,750,000 
Tons, the Largest Month's Output Since November, 1920. 


RON and steel exports are de- 

clining, the total for April being 
10,000 tons less than for March, 
and the amount shipped abroad dur- 
ing May showing a decline of 15,- 
ooo tons from April. 

Iron and steel exports in April 
aggregated 198,830 tons, valued at 
$17,563,662 as against 208,843 tons 
in March, while exports in May 
amounted to only about 183,500. 

Iron and steel imports during 
April increased 4,600 tons to 18,- 
750 tons, valued at $2,888,790. 

The feature of the export market 
was the dropping out of our largest 
customer, Japan. 

Up to and including April, Japan 
had purchased more iron and steel 
here than any other country, but 
after the first week in May, Japan 
dropped almost ‘completely out of 
the market, the only purchase of 
record being the 10,500 tons of rails 
booked by the Consolidated Steel 
Corporation. 

This was due to the collapse of a 
speculative boom, heavy surplus 
stocks, drop in prices and the with- 
drawals of credits by the banks. 

General buying throughout the 
world has been easing up of late 
due to adverse political as well as 
financial conditions, but indications 
point to a material improvement 
within the next month or two. 

The situation in China, Japan, 
Cuba, Mexico and the South Amer- 
ican countries is already showing 
signs of improvement. 

It is estimated that fabricated 
structural steel awards in May to- 
taled approximately 165,000 tons, 
or 913% per cent, of the country’s 


shop capacity in the aggregate. 

This compares with awards of 
about 180,000 tons in April, or 100 
per cent of capacity. 

Steel ingot production for May is 
estimated at 3,175,000 tons, the 
largest output for any single month 
since November, 1920. 

This represents a gain of only 
about 278,034 tons over April and 
compares with an increase of 746,- 
325 tons for April over March. 

During May the steel mills of 
the country operated at about 70 
per cent of capacity. 

Today the leading interest’s mills 
‘are operating at about 75 per cent 
and those of the independents are 
approximately 69 per cent of ca- 
pacity, indicating an annual output 
for the country of 37,500,000 tons. 

May bookings were somewhat 
less than those of April, and as 
production kept abreast of ship- 
ments a decline in the unfilled ton- 
nage of the leading interest amount- 
ing to as much as 100,000 tons is 
not unlooked for. 


There was very little change in 
finished | steel during the 
week, but the composite price ad- 
vanced from 2.164 to 2.174 cents a 
pound. 

The most notable increase in 
price was in forging billets, which 
advanced from $38 to $40 a ton, 
Pittsburgh. 

The leading interest has opened 
its books for July on sheets and tin 
plates at the existing prices. 

For coated tin mill products, the 
period is second half for manufac- 
turers and third quarter for job- 
bers. 


prices 
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Current Hardware and Metal Prices. 


AMERICAN ARTISAN AND HARDWARE RECORD 


is the only 


publication containing Western Hardware and Metal prices corrected weekly. 





METALS 





PIG IRON. 


Chicago Foundry... 23 00 
Southern Fdy. No. 2, 24 16 to 25 16 
Lake Sup. Charcoal........ 29 00 
Calleable § ..cccccces 23 00 


FIRST QUALITY BRIGHT 
TIN PLATES. 


Per Box 
Ic 14x20 112 sheets $10 00 
Ix B4EEBS.. cc cccccece 11 25 
IxXX BERSO. wc ccccceves 12 60 
IxxxX BOMBS. cc ccccesss 13 90 
IxXxXxXX 0) >) ee 15 25 
Ic BED + ccnceeetes 20 00 
Ix SORE. cccccccece 22 50 
IxxX SR 6c nscteves 25 20 
IXxXX rr 27 80 
IxXxXxXX DORSG . oc ccecsscde 30 50 


COKE PLATES. 


Cokes, 180 lbs...- 20x28 $11 80 
Cokes, 200 lbs... 20x28 12 00 
Cokes, 214 Ibs...IC 20x28 12 35 
Cokes, 270 lbs...IX 20x28 14 10 


BLUE ANNEALED SHEETS. 
BAS. cc ccccccces per 100 lbs. $3 38 


ONE PASS COLD ROLLED 
BLACK. 


TE. BES. a 0 0-60 per 100 Ibs. $4 25 
BG. SOOO cicves per 100 Ibs. 4 30 
Dh bekenctenees per 100 lbs. 4 35 
Ce weweee eed per 100 Ibs. 4 40 
We BB. cccocsevs per 100 lbs. 4 45 
Bk BOcadcccevcne per 100 Ibs. 4 55 
GALVANIZED. 
ee | See per 100 Ibs. $4 70 
Me, 88-80... 0605 per 100 Ibs. 4 85 
No. 22-24....... per 100 Ibs. 5 00 
WG, Bec cccrcecs per 100 Ibs. 5 15 
No. 27 -per 100 bis. 5 30 
Se per 100 lbs. 5 45 
eee per 100 lbs. 5 95 
BAR SOLDER. 
Warranted, 
50-50 ....:... per 100 Ibs. $22 50 
Commercial. 

GB-B5 no ccccce per 100 Ibs. 22 00 
Plumbers ...... per 100 Ibs. 19 25 
ZINC 
Oe Se ncaa tasecks 5 95 
SHEET ZINC 
Cask lots, stock......icccese 8%c 

Less than cask lots........ 9 
COPPER. 
Copper Sheets, base.......... 20c 
LEAD 
maperaeen: PAG cccstceceaness $6 15 
DM? HKishenwiwenesaaedwts acne 6 90 
Sheet. 
Full coils -_per 100 Ibs. 8 25 
Cut coils -_per 100 ibs. 8 50 
TIN 
fl per Ib. 35 1/5c 
er es per lb 37 1/5c 


¢ 


HARDWARE, SHEET 
METAL _ SUPPLIES, 
WARM AIR HEATER 
FITTINGS AND AC.- 





CESSORIES. 
ADZES. 
Coopers’ 
MOAPOGHS ccccccccecoceccess Net 
WIRD ccccccccccceccesess Net 
AMMUNITION. 


Shells, Loaded, Peters. 
Loaded with Black Powder 18% 
Loaded with Smokeless 


Wn a6 5660600000604 18% 
Winchester. 
Smokeless Repeater 
ED c<ciccenndedeos & 4% 
Sas Leader 
sth 6a oO ewe pals 20 & 4% 
Black "powder eoeeur 20 & 4% 
Uv. M. C. 
— CHD cncceacees 20 & 4% 
ee 20 & 4% 
= CAD ccccosccesee 20 & 4% 


Gun Wads—per 1000. 


Winchester 7- 8 gauge 10&7%% 
9-10 gauge 10&7%™% 


sa 11-28 gauge 10&7% % 
ASBESTOS. 
Paper up to 1/16........ 6c per Ib. 
MRGTEWORTS cccccccccecs 6%c per Ib. 
Millboard 3/32 to %....6c per lb. 
Corrugated Paper (250 
sq. ft. to roll)..... $6.00 per roll 
AUGERS 
Boring Machine.......... 40&10% 
Carpomter’a Mut .ccccocecess 50% 
Hollow. 
OS SET per doz. $30 00 
Post Hole. 
Iwan’s Post Hole and Well 
646806e04S CRESS and 5% 
Vaughan’s, 4 to 9 in., with- 
out handles per doz. $14 00 
AWLS. 
Brad. 
No. 3 Handled..per doz. $0 65 
No. 1050 Handled 1 40 
Patent asst’d, 1 to 4 ” 35 
Harness. 
COMMON .csccces per doz. $1 05 
POM sc ccccscecs 00 
Peg. 
Shouldered ...... - 1 60 
Patented ...... = 75 
Scratch. 
No. IS, Socket 
Handled ...... per doz. $2 50 
No. 344 Goodell- 
Pratt, list leeB..cce- 35-40% 
No. 7 Stanley....per doz. $2 25 
AXES. 


First Quality, Single 
Bitted (unhandled), to 
6 Ts POP GOB. ccccccess. $11 00 


Good Quality, Single 


Bitted, same weight, per 
GU Shi eensbdcedanseeesse 10 00 
BALANCES, SPRING. 
Universal. 
Sight Spring ceeeee List less 25% 
BRUGES cccccces List less 25% 
BARS, WRECKING. 
WT. Oe OR We. Bac ccc cscsces $0 45 
Ve OD te BO. Bes cwwcnedccas 0 75 
ee FS er. 0 80 
jc 2 YS SS Sree 0 85 
FV. & BD. BO. Bec ccocvccess .» 0 90 


BEVEL, TEE. 
Stanley’s Rosewood handle, new 


ME wcdeceeeeecerascesoensn ts 
Stanley iron handle.......... Nets 
BINDING CLOTH. 

MEE ccccceceocewrcocvcecoees 55% 
DN Cnet eeéeeads seeedadond 40% 
BOUGRR, PIMISE ccccccccccccese 60% 
BITS. 
Aug x 
ennings Pattern.......... Net 
WE GPa ccccceces 25% off 
Ford’s Ship 25% off 
EPWER cccceces owen 






Russell Jennings... 
Clark’s Expansive... 3314 % 
Cambee cccccccces shoveusseeds 10% 


Countersink. 
American Snailhead..... e 1 75 
MEME. sccceccecees 2 00 
a FUME sccccecscces 1 40 
Dow 
. Jennings ....- plus 20% 
Gimlet. 


Standard Double Cut Gross $8 40 
Nail Metal Single 


Cut ......Gross $4 00—$5 00 
Reamer. 
Standard Square. -Doz. $2 50 
American Octagon. . 2 50 
Serew Driver. 
No. 1 Comomn....... Each 18c 
No. 26 Stanley........ Each 70c 


BLADES, SAW. 
Wood. 
— 30-in. 


peweace 40 26 
$8 90 $9 45 $5 40 
een 30-in. 


ers 66 26 
$9 45 $10 05 $9 45 
BLOCKS. 

i PE ere rere 20% 

a re ee 20% 

BLOW TORCHES (See Firepots). 

BOARDS. 

Stove. Per. Doz. 
26x26, wood lined....... $14 45 
28x28, - ~ -epawede 16 95 
30x30, +  . eaeae’ 19 00 
26x26, paper lined....... 8 15 
28x28, . ~@Qpetwes 9 10 
30x30, ad ©  Guaecen 10 80 

Wash 
No. 760, Banner Globe 

rrr per doz. $5 25 
No. 652, Banner Globe 
(single) ..«....per doz. 675 


No. 801,Brass King, per doz. 8 25 


No. 860, Single—Plain 

PUD “occcscceseceoces 6 25 
BOLTS. 
Carriage, Machine, etc. 

Carriage, cut thread, %x6 
and sizes smaller and 
PF ccsccowusean 60 & 5% 

Carriage sizes, larger and 
longer than %x6...50 & 10% 


Machine, %x4 and sizes small- 


er and shorter 60 & 10 & 5% 
Machine, aizes larger and 
longer than %x4....60 & 5% 
BOOTS 60s cectvecsvcusvocees 80% 
Mortise, Door. 
rh  <ceeneeacesevons 5% 
Gem, bronze plated........ 5% 
Barrel, 
> PPT rrrrrrrrrrrere Net 
ES. 46.5. 660000000005 ¢8% st 
Wrought, bronzed .......... ad 
Flush. 
TOEEMENG: dAconsdvinnecsnees Net 
Spring. 
CE! cxchdgewinenesewws = 
Wrought, heavy .......... 7 
Square. 
CED etc ccneasikewed sacs a 
BOXES 
Mail. No 2 10 
Per doz.. 1$18 00 $23 06 $29 00 
Cast Iron. 
POP GOR. cwccceecessceseuce $9 50 
Mitre 
eee Net Prices 
Stearns, No. 2..per doz. $48 00 
BRACES, Basra. 
Goodell-Pratt No. 408....... $4 60 
en = No. 410 aeveewe 4 80 
” ” BO. SEBvcceces 5 00 
V. @ BRB. Me, 466 8 tm.ccccccce 4 65 
Ve. & By WO. Bee S Bsccocececs 4 30 
V. & B. Ne. 333 8 im...ceccec 4 00 
VY. & BD. We TId 8 Ghicccccces 3 50 
SS ) 2 Se: Ss Fee 3 05 
BURRS, RIVETING. 
Copper Burrs only.......... 50% 
Tinners’ Iron Burrs only....Net 
BUTTS. 
Steel, antique copper or dull 
brass —— lots— 
$4 x8h- --per dozen pairs 8 Hy 
= Bevel steel inside 
sets, case lots— 
bbvanakees per dozen sets 7 50 
Steel bit neyed front door 
BOTS, GREM cccccsseccesece 1 80 
Wrought brass bit keyed 
front door sets, each. 3 25 
Cylinder front door sets, 
GRE sccceceposecesesecce 7 00 
CALIPERS. 
DO  osteconephanseeeeeeews Net 
Inside and Outside ..........- - 


CARRIERS. 
Hay. 

Diamond, Regular...each, nets 
Diamond, Sling...... ” ed 
CASTERS. 

Standard—Ball Bearing. 
ceeesoseocs ctesacsnesae & 10% 
Bed .... eecccccoccce 40% 
Common Plate. 
BPOSS WOO] cc ccccccccces 15% 
—. Sone pesesate wheels, 
Philadelphia Plate, new * 
EAR eaabweeined 50% 
Martin’ BD ccocsceseseccocsece 40% 
CATCHERS, GRASS. 
BGG. BOG. ccccceses per doz. $12 25 
POG, Bc ateceetoenss 401 


CEMENT, FURNACE. 


American Seal, 5 Ib. cans, net $0 45 
0d es 10 lb. cans, “ 90 
= S 25 1b. cans, *“* 1 87 
Asbestos, 5 Ib. cans..... 45 
Pecora, 5 Ib. cans..... née 45 
- oe oe Gi «cen = 90 
, 25 Ib. cans..... * ie 
CHAINS. 
Breast Chains. 
With Slide....doz. pairs, $5 50 
Without Slide. 8 5 06 
Doublestack ... ws 9 35 
With Covert Snaps = 6 33 
Picture Chains. 
Light brass, 3 ft., per doz. : = 
Heavy brass, 3 ft. 
Sash Chain. (Morton’ L 


or per 100 ft, 





1H 
Cable Sash Chains, 


| preee List Net Plus 15% 
CHALE. CARPENTERS’. 
BED cccceceseoeses per gro. $2 00 
Red. oontesescecewcs 2 00 
Ce eee se 1 80 
Common White School 
eee - 0 30 
CHIMNEY TOPS. 
ee per bag $1 80 
CHECK, DOOR. 

COSTER ce ccnesecseseeceea Net list 
RUASWIN ccccces seeeceeeeNet list 
CHISELS. 

Cold 
Good quality, 2 in., each $0 .< 
in., 2 
Diamond Point. 

V. & B. No > % busedee 0 23 
V. & B. No. Be Se Ghecscccs 48 
Firmer Bevelied. 

Round Nose. 

Vv. & B. No. 65, % in....... 0 33 
Ve & Bi ee Oe Th Mibccccse 0 44 
Socket Firmer 

Cape. 

¥. &@ BD. Be. GR DB Miececcee 0 29 

V. & B. No. 50, % in....... 0 64° 
CHUCKS, DRILL. 

Goodell’s, for Goodell’s Screw 


EAVOER, os acece List less 35-40% 
Yankee, for Yankee Screw 


DOOUEND 6066 e6e6eKeseecess $6 00 
CHURNS. 
Anti-Bent Wood, 
a, adbeeseun 10 
POEL wes00.04% $3 00 e "60 4 85 
MeOne, DRSTE. ccccceses 65 & 7%% 
Common Dash, 

Gh  s2edeneseses 5 7 
= eee $17 00 19 00 
CLAMPS 

Adjustable. 

DE -scb66600¢60850008 30% 
No. 63, Screw. ....200.+++2220% 
Cabine 

Screw ....e06 eocccccsccess 20% 
Carpenters’. 

Steel Bar..List price plus 20% 
Carriage Makers’. 

2%-inch....... --per doz $ 7 00 

. 0 “wamudrdins 14 00 

» « ™~  vewasauns sa 38 00 
a = ™ -seeseaese “ 42 00 
Hose. 

Sherman’s brass, %-inch 

DOP GOR caseceecsdeces 48 

a te brass, %- -inch, per 1 30 
on Fillers. 

Wentworth’s, No. $12.50; No 
2, $18.25; No. Py "$16.25. 
CLAWS, TACK. 

Wood hdl. No. 10..per doz. “ 15 
rorged steel, wood hdl. 15 

— De Sthabecaea - 25 
Gia Pr errr a 50 





